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Are you one of the 


Thomas Register Advertisers who used 


37,281 


Product advertisements in the 1952 Edition? 


These important advertisers stand as vital proof that 
T. R. produces Substantial Results . . . Thomas Register 
is the foundation of industrial advertising programs. 


sy Over 1400 advertising 
agencies prepared the substantial 
part of this informative space. 


THOMAS 
REGISTER 








195 2 —ne'thaile for tealt-hearted selling 


...the Warm Air - Sheet Metal Field 
May be Entering a Highly Competitive Era 


Dust off that briefcase and start circulating! 1952 will reward go-getters, 


those who fight for volume business from this warm air-sheet metal field. 


Not in years has there been such an urgent need as NOW for intensive 


selling — if you are to protect your competitive position — to forge ahead. 


You need in operation without delay a sales program second to none in your 
Company's history — an advertising campaign as dramatic and forceful as 


your agency can devise. 


You need the help of AMERICAN ARTISAN to carry this advertising to the 
field's KEY dealer-contractors who handle year in and year out 75% to 80% 


of all available business on all products this important market can use. 


AMERICAN ARTISAN is the only 100% paid circulation book in its field 
for Volume Sales —the only book in its field directed 100% toward your BEST sources for 


Keep HAMMERING volume sales in 1952. 


at the KEY Dealers $Oeeeeeeeeeee 


RP RCORITRR ONT RY SE: SEINE HEROTTS ON 14 KEY DEALERS ARE PAID SUBSCRIBERS TO THE ARTISAN 


KEY dealer tract — the 22% to 25% ; 
pbiararimeeats 5 ‘i AMERICAN ARTISAN research has just completed a field study 
top organizations (in every community) of Toledo, Ohio. In this typical market area, 17 KEY dealers 


controlling 75% to 80% of the business do 75% of the warm air-sheet metal work. 14 are paid sub- 

scribers. Pick out any market area, and the ARTISAN shows 

AMERICAN ARTISAN has as paid sub- up equally well. 
aan 


scribers these KEY dealer-contractors who 3 ARE NOT 


can make or break your 1952 sales 


To back direct selling, run your adver- 
tising in AMERICAN ARTISAN hammer 
home each month the salient facts about 
your products and service. That's the 


economical way to ‘soften ‘em up! 


For the complete 1952 market picture, 
consult us in Chicago, New York, Cleveland 


or Los Angeles. 


KEENEY PUBLISHING... . N. MICHIGAN, CHICAGO 
AIR CONDITIONING HEADQUARTERS 
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FRANCHIS 


Audited by C. C. A. 


Everyone who is engaged in the business of adver- 
tising knows about the two methods of circulation 
—**paid”’ and ‘‘free.”’ Regardless of the fact that 
each method has certain inherent advantages and 
disadvantages, there are fine publications using 
one or the other method of obtaining circulation. 
There is, however, a third and different method 
of circulation which has come to the front in re- 
cent years because of its unusual power to reach 
the individual upon whom the advertiser's sales 
representatives call, 

This 18-year-old method of circulation audited 
by C. C. A.—proven in five of the six separate fields 
served by our publications—is now identified as 


FRANCHISE CIRCULATION, 


In five of these six fields we serve, there are firms 
throughout the nation classified as agents, dis- 
tributors, wholesalers or jobbers that know the 
active buyers in each locality. These firms, care- 
fully selected in every basic marketing area, are 
franchised by us, and so we have named this the 

FRANCHISE method of obtaining circulation. 

Franchise holders agree to do these things: 

1. They agree to select and identify the active buy- 
ing companies and the correct individual in 
each of these companies who specifies and/or 
purchases the advertiser's product. 

They agree to pay for subscriptions to these 
individuals. 

They agree to keep these lists up-to-date and 
send in all changes of names, removals, and 
additions as rapidly as they occur. 


As a result, a circulation of active buyers is built 
and kept up by the salesmen of these authenticat- 
ing, local wholesalers. Because each salesman 
calls on his customers and prospects frequently 
and is, therefore, immediately aware of personnel 
changes, circulation by the FRANCHISE method 
is never old. It is kept constantly fresh. As pub- 
lishers we exercise our normal controls, but added 
to these is the wholesaler’s control, because the 
wholesaler pays for every name on his list for 
whom he subscribes. 


FRANCHISE CIRCULATION parallels all proven 
methods of selling. Salesmen seek out the firms 
who are in the market, and then find the correct 
man in the firm. 


FRANCHISE CIRCULATION follows the same 
principle exactly. Names of people or companies, 
size, or titles do not count unless they are active 
buyers of the type of product you have to sell. 
By this method, we believe, you secure the finest 
ty pe of circulation it is possible to provide. 


Five of the six publications 
shown below use the FRAN- 
CHISE CIRCULATION method.* 
If you would like to know the 
rest of the story of why FRAN- 
CHISE CIRCULATION works so 
well for advertisers, send for this 
free booklet today—it may well 
be worth thousands of dollars 
to you! 


INDUSTRIAL PUBLISHING COMPANY 


1240 Ontario Street 


a, 


a 4] 
“eee 


Cleveland 13, Ohio 
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Chis is to certify that 





has been granted the exclusive right to sponsor the circulation of 


in its trading area. This right is extended because of this company’s intimate knowledge of the personnel 
interested in the design, use and maintenance of hydraulic and/or pneumatic power systems inthis territory, 
and because of its continuing efforts to promote the effective use of this equipment among its customers. 
This right to subscribe for APPLIED HYDRAULICS for its customers and prospective customers for such a 
length of time as it so chooses is implicit in this franchise. 


ISSUED AT CLEVELAND, OHIO 





Replica of typical certificate issued to the selected agent, 
distributor, wholesaler or jobber firm which, by agreement, 
certifies the active buyers in its industry in its locality. 


Audited by C.C. A. 
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WHEN THE SPECIFICATION 


Meet the 
Domestic Engineering 
Contractor-Dealer.... 


Have you studied the million-a-year 
contractor lately? He has made some 
changes since the war 

In some cases, he has moved. Pop 
ulation has shifted and there has been 
tremendous construction activity (in in 
dustry, schools, institutions, homes) away 
from the big cities. Thousands of domes 

t engineering contractors, in medium-sized communities, have grown up to get 
their share of this building volume 
In many cases. he has diversified By adding new products and services, he 
has gained independence of business dislocations and temporary trends. He has 
found new markets in remodeling, and has gained new good will from broader-based 
repair and maintenance services 
many, many cases, he has become 
1 rchandiser of home equipment, even 
while improving his position as contrac- 
tor on big construction. The two go to- iM 
gether Advertising and his modern 
showroom build his name Merchandis 
ing of complete kitchens in single homes 
leads to multi-kitchen sales (and complete plumbing and heating contracts) in large 
housing and apartment developments. Some of these domestic engineering reader 
contractors run a merchandised business of several hundred thousand dollars a year, 
while their contract business runs to several million. 
rhe result is the evolution of a type of retail-contracting operation known as the 
Domestic Engineering Contractor-Dealer. 
Following are some of his characteristics 

1. He invades all markets in his area, 
including new construction, remodeling 
and store sales 

2. He offers four essential functions 
to manufacturers and the public; he 
sells, installs, services and guarantees. 

3. He sells and installs varied lines, including plumbing, heating, air condi 
tioning, allied appliances and products 

1. His competitive advantages include: an excellent reputation in the com 
munity for competent installation and services; a ready entree to buyers and speci- 
tiers in all markets; tremendous financial stability and excellent facilities for both 
lisplay and fabrication 

The chances are there is a Domestic Engineering Contractor-Dealer in your 
community. Tf you do not know him, the DOMESTIC ENGINEERING representa 


tive will gladly show you his development, with many pictures and figures. 


He Reads... 


+ 1952 
| FEBRUARY bd 


DOMESTIC 
ENGINEERING 
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The Domestic 
Engineering 
Package of 
Services 


No matter what your marketing, merchandis- 
ing or distribution problems may be, if 
they involve the plumbing, heating, air con- 
ditioning and allied fields, the DOMESTIC 
ENGINEERING organization is prepared to 
assist you in many ways. 

All of our facilities are available to manu- 
facturers who use display advertising space 
in DOMESTIC ENGINEERING Magazine 
and catalogs in DOMESTIC ENGINEERING 
CATALOG DIRECTORY. These services in- 
clude Marketing and Research assistance, 
Manufacturers’ Representative Service, 
Catalog Preparation and Reprinting, Com- 
plete List Rental and Mailing Services .. . 
and numerous other similar functions that 
are designed to be of greatest assistance 
to manufacturers in this industry and to ad- 
vertising agencies servicing these manufac- 
turers. 

Write for detailed information regarding 
these services. 


THE DOMESTIC 


is a key 


®) Irdustrial 





READS ‘OR EQUAL ...... 


the EG4U 7 


a mechanical contractor, of course. 
And — when the specification is for plumbing, heating. 
air conditioning or allied products this mechanical 
contractor is a DOMESTIC ENGINEERING reader. 

There are good reasons why the DOMESTIC ENGI- 
NEERING reader, in his contracting function, has such 
a pre-eminent role in the selection of equipment. First, 
he feels personally responsible (and may be legally re- 
sponsible) for the performance of the system, and his 
business future depends upon satisfactory installations. 
Second, his specialized knowledge is so important to all 
factors that he is customarily consulted at every stage of 
planning and execution. Thus, he may sit in at the 
specification writing. 

But, even after that, the DOMESTIC ENGINEERING 
contractor's choice of products is broad under the “or 
equal” clause. And he will exercise his choice in ac- 
cordance with his own intimate understanding of com- 
petitive products available to him. 

This fact will have an important implication to the 
manufacturer who, too often, wins mention in the specs 
but loses the job. Advertising can be beneficial when 
directed to those who “influence” the specifications and 
even to those who “influence the influencers.” But ad- 
vertising to the man who really selects the equipment 
(and is responsible for its performance) is vital. 


rherefore, you must reach the contractor with your 
product story in a medium he reads and trusts. He is 
your real customer; he buys your product, installs it, 
guarantees its performance, and pays for it! 

A check on your part will reveal that DOMESTIC 
ENGINEERING is the preferred reading of contractor- 
dealers who do the bulk of the plumbing, heating and 
air conditioning installations whether in new con- 
struction or remodeling .... . and whether in industrial, 
commercial, institutional or housing structures. 

And check. why this is true by studying any issue of 
DOMESTIC ENGINEERING. The successful mechani- 
cal contractor of today is head of a many-faceted busi- 
ness. You will find that DOMESTIC ENGINEERING 
(and only DOMESTIC ENGINEERING) serves him in 
all of his varied interests as business executive. technical 
expert, promotion and sales manager, and personnel 
director. 

DOMESTIC ENGINEERING deserves his respect. for 
it has won ten national awards for editorial achievement 

a record unsurpassed by any publication in any field, 
and not even approached in this industry. 

Depend upon DOMESTIC ENGINEERING to tell your 
product story to the Domestic Engineering Contractor- 
Dealer and depend on him to choose your product 
not as “equal” but as “best.” 
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ENGINEERING CONTRACTOR-DEALER 


buying factor in every type of construction... . 





AGAIN.. 
for the 
5th 


CONSECUTIVE 
YEAR 
the 


PAID 


CIRCULATION 
of 


CEP 


HAS INCREASED 
SPECTACULARLY 


. .. And that means an 
advertising message in 
CEP this year will 
REACH and INTEREST 
more than 16,000 men who 
direct and operate the 


CHEMICAL PROCESS INDUSTRIES 
e 


Chemical 
Engineering 
Progress 


120 East 4Ist Street, New York 17, N. Y. 
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looters 


tothe Editor 


@ Address letters to: Industrial Marketing, 200 E. Illinois, Chicago 11 


President says incoming direct 
mail is ‘nuisance,’ asks stop 


® TO THE EDITOR . . Below is a lette1 
that made my blood boil, and it was 
only with considerable restraint that 
I was able to reply to the letter with 
anything that could legally pass 
through the United States mails 
Thought you would like to see a 
copy of the letter and our reply to 
it M. B. HANKS, advertising man- 
ager, Gisholt Machine Co., Madison, 


Wis 


Gentlemen 

It has been brought to the writer’s 
attention that a considerable amount 
of monthly circulars, bulletins and 
other extraneous and advertising 
matter is being sent to individuals 
in our company and is fast becom- 
ing a nuisance value to all con- 
cerned 

We therefore would request that 
your Addressograph files be re- 
checked to eliminate all copies ad- 
dressed to individuals and be lim- 
ited to one copy only, addressed to 
our company. This will enable us 
to review the material in question 
and reroute it to the proper indi- 
viduals in our organization if it is of 
any interest to our company and to 
advise you if it is not of interest to 
us 

Trusting that we may have your 
full cooperation in this detail 
Clayton F. Fisher, president, Sleep- 
er & Hartley, Inc., Worcester, Mass 


Dear Mr. Fisher 

In accordance with your form let- 
ter of March 13, we are today re- 
moving your name and the namc 
Mr. Evald J. Solman from our mail- 
ing list. We are enclosing a sing 
copy of our mailing piece, “Cus 
Gisholt,” for your inspectio: it 
you would like to have your com- 


pany remain on our mailing list 


please fill out the enclosed card and 
return it. 

Your comment that advertising “is 
fast becoming a nuisance value to 
all concerned” is extremely inter- 
esting. In view of the fact that I 
have never seen such a statement in 
print, much less over the signature 
of a company official, I am taking 
the liberty of sending this on to the 
editors of INDUSTRIAL MARKETING. 

With a sincere hope that your 
customers will speak kindly of your 
advertising message, I remain . . M. 
B. Hanks, Gisholt Machine Co. 


- 
Rish Salesmen Adept New Motto: “We Can Operate Anything we Sell’ 


Tableid newspaper promotes 
distributor's sales meeting 


TC THE EDITOR Thought you 


ght like to see ‘his eight-page 
rial tabloid we're getting out 
i follow-up to our outdoor train- 


ing school at Richmond, described 





If you have the slightest doubt that 
it will pay you to concentrate your 
advertising in The Journal, we in- 
vite you to make your own mail 


survey at our expense. 


Select your list from all or any di- 
vision of the oil industry: drilling, 
producing, pipeline, refining, natu- 
ral gasoline . . . from any occu- 
pational group within the division 
. .. in any locality . . . up to'500 
letters. Draft the letter yourself. 
Have replies sent to you for personal 


OWN LIST OF 
CUSTOMERS 
AND 


PROSPECTS checking. 





SEND THE BILL TO--. 





* COUNT THE 
RETURNS 
YOURSELF 
WHEN THE 
REPLIES 
COME IN 


prOib Aub GAS 


JOURNAL 


211 S. CHEYENNE @ TULSA 1, OKLAHOMA 





in Your List of Media Used 


Designed to Meet 

the Specification 

and Purchasing Needs 
of a Particular Field 








Probably, as many other manufacturers do, 
you use certain media each year to carry your com 
plete product story directly to the KEY men who 


specify and purchase what your company makes. 


If the field of heating, piping and air conditioning aun nannciae 40 COR0I7/0R86 tagy 4 
is one of your sales outlets, to do a THOROUGH distribution : z 
job your complete product data should be included in the 
next Annual January Directory Number of HEATING, PIPING 
& AIR CONDITIONING 


BECAUSE it is in HP&AC for January that you assure 
yourself of adequate coverage of the consulting, plant and 


government engineers who do our field's type of work 


BECAUSE it is in HP&AC for January that you cover 
the ALL-IMPORTANT CONTRACTORS who purchase and in : “a ane aert88 Pome, , 


. 
FvERY SULDIMG 54,'% |g 
% 


tall the equipment for new construction, and who handle 
so much of the industrial heating, piping and air condition 


ing maintenance, expansions and additions in existing plants 


Decide NOW to have your product data in the 1953 
January HP&AC in order that you may effect the econ 
omy of plating and printing enough inserts for all of your 


1953 chosen media at ONE time 





HP&AC each January . . . THE DIRECTORY NUMBER 


10 / industrial Marketing 





1953 Product Literature 


Directory Editio, 





AT LEFT: Typical 
Product Data 
in January 1952 


Edition of HP&AC 





MECHANICAL REQUIREMENTS 
MAKE FOR ECONOMY 


Product data material to be printed for most standard 1953 media will be 
of practically the right size to be carried in the January 1953 HP&AC. So 
all you do, if you handle your own printing requirements, is specify very 
minor changes and order 18,000 more copies for HP&AC. Or, if the 
publishers print for you, we can in most cases use the same plates 


Thus to have your product data included in the January HP&AC Directory Number does 
not necessarily involve additional expense for art, composition or plates. Your 
cost is our regular rates based on the total space used in all issues of HP&AC during a 
calendar year. 





Keeney representatives in Chicago, New York, Cleveland and Los Angeles are 
prepared to answer any questions as to market coverage (all paid ABC), rates and effective 
copy presentation. Call us in NOW while there is time for you to do a studied and 
comprehensive sales and engineering job 


KEENEY PUBLISHING...6N. Michigan, Chicago 


AIR CONDITIONING HEADQUARTERS 


WHICH COVERS BASIC ENGINEERING AND CONTRACTOR BUYING INFLUENCES 


April 1952 /11 





in your article, “Distributor Sales- 


nen Learn Product Line in a Gravel 
OW : ' Pit” (IM, March). It goes to our 


own men, the participating manu- 


facturers and some of our better 


2 fe) SELL or \ f customers . EDWARD STEELE, adver- 


tising director, Rish Equipment Co., 
Bluefield, W. Va 


Says salary base in salesmen’‘s 
incomes holds big promise 


The following letter, replying to 


a questionnaire, arrived too late to 


¢ Gag" ae a oe | / jen | be included in INDUSTRIAL MARKET- 
al) f 2S Parag & : ! S ING'S survey of salesmen’s incomes 

- TA = f 
. . and methods of compensation, pub- 


lished in the March issue 


® TO THE EDITOR . . The difference 
in compensation and method of 
compensation between our field 
sales force and our inside sales staff 
Ihe secrecy that surrounds new processes and products in is sharply accentuated during boom 
the chemical and process industries hides a select group of periods which provide a distinct in- 
key men who specify and buy —“Invisible Men” that even crease in income for field salesmen 
seni tenet scleomnns ouldings os During such periods the inside staff 
is operating under considerably 
more pressure than the outside 
16,000* copies get group, yet it is the latter which 

through to these key behind-the-scenes men—technical direc- shows the greater income gain. 
tors, chief chemists, research and development men, etc. They An incentive program rather than 
and their thousands * * of associates—use CMC the year round the present limited bonus policy for 
as theit detailed buying and specifying guide. CMC is the the inside staff might alleviate to 
ONLY’ source of complete information on commercially eee the prenent diacrepency. 
available chemicals and raw materials. Your sales literature, We have experimented with slid- 


: ing scale bogies which rise and fall 


cataloged in CMC, reaches more than 10,000 plants that 
: in proportion to changes in billing 

make up this potent market at low cost—with no waste ; : 
volume. This method provides a 

cushion in commissions for a sales- 
man when business volume is down, 
Don’t miss this chance to sell your “Invisible yet provides an increment in earn- 
Prospects.” CMC's 1952-53 edition closes ings when billings are up. No ceil- 
May Ist. See your Reinhold representative for ing is set on commissions and in- 
complete data centive is not destroyed. But it 
prevents peak periods from being a 
bonanza for salesmen who _ have 


*Guaranteed distribution, 1952-53 edition, 16,000. shown increased billings resulting 


**Records show an average of 5 users per copy. from boom business conditions. In 


some ways the system is more at- 
tractive than using a descending 
scale of commission rates against an 
For ascending volume of billings, al- 
Chemicals ‘ though in essence the same thing is 
and Raw accomplished. 
Materials The salary base in our compensa- 


CHEMICAL MATERIALS CATALOG tion plan offers a number of advan- 


tages to our salesmen. Probably 


x 


the salary percentage of total earn- 
REINHOLD PUBLISHING CORPORATION, 330 W. 42nd ST., NEW YORK 36, N. Y. ings could be lowered somewhat, 


Chicago * Cleveland * Buffalo * San Francisco * Los Angeles * Seattle * Dallas due to the security offered by slid- 
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°2 BILLION IW 1952. 


That’s what the electric power industry will spend this year WHAT THEY BUY 


for expansion—for generating equipment—for power plants—for 

transmission and distribution equipment—for the thousands of : ‘ 
products it takes to produce and distribute electric power to the oe de thal : Cmsilos ag 
increasing number of domestic, commercial, and industrial users , Metering Biv igiame: 

It’s a rich market for suppliers of equipment. Tne sreet Lighting Equipmestil™ 

How are you going to get your share? It may not be as easy as : 
you think! You have to get your sales story to all of the top 
executives. And here’s the way to do it: 

ELECTRIC LIGHT AND POWER is published exclusively for 
the power industry. It reaches all of the top executives in every 
property in the country. It is the only magazine that does. 

These key men are regular readers of ELECTRIC LIGHT AND tionet purchates GF Utilization Equipment 
POWER because ELECTRIC LIGHT AND POWER gives com- 
plete coverage of the industry. (We'll be glad to show you con- If you are not familiar with the power in- 
vincing evidence of ELECTRIC LIGHT AND POWER'’S reader dustry and want to share in the boom, ask to 
loyalty. ) have one of our representatives call. Our men 

To get your share of the huge power expansion business, back are working with the power industry every 
up your personal selling efforts with a consistent advertising day and have a fund of information you will 
campaign in ELECTRIC LIGHT AND POWER. find extremely valuable. 
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HEINN fogse-leat’ Catalogs 
Increase. 


74 tt ZY jis 


CATALOG COVERS 


PRICE and 
PARTS BOOKS 


SALES and 
INSTRUCTION 
MANUALS 


PROPOSAL COVERS 


PLASTIC TAB 
INDEXES 


e The Heinn custom- 
ers represented here 
are top-caliber manu- 
facturers and mer- 
chandisers. They 
know the relation of 
Heinn custom- 
designed catalogs to 
high-performance, 
low-cost selling. Like 
leaders in all indus- 
tries, big-name rub- 
ber companies de- 
pend on Heinn for 
the extra sales im- 
pact of really distine- 
tive loose-leaf binders 
at the lowest op- 
erational cost per unit 
per year. 
Originators of the 
of Cata 


te mmoseneedl 


Loose-Leaf System 
loging 


MAIL THIS COUPON TODAY 
THE HEINN COMPANY 


322 W. Florida St., 
Information, please. 


Catalog Covers 
Proposal Covers 
Easel Presentations 


NAME 
COMPANY 
ADDRESS 
CITY 
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Milwaukee 4, Wis 


Price and Parts Books 
Acetate Envelopes 
Salesmen’‘s Binders 


] Sales and Instruction 


Manuals 
Plastic Tab Indexes 
Sales-Pacs 


TITLE 


ing scale bogies. So far we have 
only experimented with this, but we 
are impressed with the possibilities, 


both 


the sales 


which appear to be attractive 
and ‘for 
O'BRIEN, 
Electric 


for management 
JOHN D. 
ager, Jefferson 
wood, lll 


sales man- 


Co., Bell- 


force 


IM contest draws questions, 
entries from business editors 


® TO THE EpIToR . . We are planning 
Marine Corps Gazette 
IM’s 
respect 
Is it 
possible to submit more than one 
For 
nominate two Is- 
the “Best 


9 


to enter the 
classifications of 
that 
we have this question to ask: 


in several 


contest this year. In 


entry in the same classification? 


example, can we 


sues of the Gazette in 


Single Issue” competition 


If your is affirmative, we 
will need the eight additional entry 
blanks requested on the 
form. If three additional will 
suffice . . J. F. terHorst, Ist Lt., 
U.S.M.C.R., 
Marine Corps Gazette, Quantico, Va. 
[Yes, 
submitted in the same classification. 
ED. | 


answer 


enclosed 


not, 


promotion manager, 


more than one entry may be 


We're sending eight 


® TO THE EDITOR . . The entry form 
for the Annual Diba Paper Edi- 
torial Competition 
“Merchandising, 


inhians 
shows a Group B, 
Trade and Export.” 

Would you please let me know 
what the standards this 
group? Would Engineering & Min- 
ing Journal with a total circulation 
of 16,246, which covers the world- 
metal and nonmetallic mining 
of this 
(Foreign 5,000.) 

How do you distinguish between 
Group A, Industrial, and Group B, 
Trade? Are Coal Age and E&MJ 
considered to be trade publications 


or industrial publications? . . W. H. 


are for 


wide 


industry, be part group? 


circulation: 


H. GINDER, JR., sales promotion man- 
ager, Coal Age Engineering & 
Mining Journal, New York. 

[Industrial publications circulate to 
industrial 
Trade publica- 


readers in processing, 


manufacturing, etc 
circulate among dealers, re- 
Yours are indus- 


Good luck . . Ep.] 


tions 


tailers, stores, etc. 


trial publications. 


For additional information, see 
pages 138-9 of this issue of IM 
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meters 


...0f mountains of materials and 


equipment to construct and maintain 
public works projects 


sell the public 
works engineers ! 


In the whole varied range of construction 
and maintenance jobs... on highways or 
waterworks... in garbage removal or 
street lighting, sewerage or airport work 
... the technical man responsible for the 
job is responsible for the materials and 
equipment bought, too. That's why you 
can sell more of anything used in the big 
municipal-county market, if you sell in 
PUBLIC WORKS Magazine. It solves on- 
the-job problems...at the top engi- 
neering level. And it's the only magazine 
edited especially for public works engi- 
neering officials. 


THE ENGINEERING AUTHORITY 
IN THE CITY, COUNTY, STATE FIELD 


310 East 45th Street, N.Y. 17 
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Industrial plans go awry 


as many find output beats sales 


By Stanley E. Cohen Washinator 


® THERE'S NO DENYING that events 
are not going according to plan. As 
the year opened, mobilization offi- 
cials were saying that industrial 
suppliers would be struggling 
throughout 1952 to keep up with 
large extent, of 
Neverthe- 
less, an increasing number of com- 


demand. To a 
course, this is still true. 


panies are finding they have some- 
thing to sell 

In part, this easing of the business 
situation was caused by the decision 
to hold military spending to $50 
billion dollars this year, and spread 
the defense program into 1954. But 
it also reflects a developing feeling 
in industry that the current defense 
program is a relatively small as- 
signment for an economy that pro- 
vided the sinews of World War II 

So far, government officials are 
insisting that the downtrend in 
prices and the appearance of spotty 
surpluses of controlled materials 
means only that supply is catching 
up with controlled demand. Aside 
from some “dividends” in the form 
of extra allotments of steel, alumi- 
num and copper, NPA remains de- 
termined to keep its controls intact 
Officials talk about decontrolling 
carbon steel “late this year” and 
hint that aluminum will also be 
“free” before 1953 is very far along 


NPA Super-Cautious? .. Al- 
though NPA insists gray markets 
might soon return if restraints were 
removed from less essential users at 
this time, many industry people feel 
the agency is being super-cautious. 
These industry people feel that 
many of the “less essential’ users 
are already getting all the material 
they need, even if they are operat- 
ing at only a fraction of the boom- 
time high 

These industry people feel NPA 
over-estimates the importance of its 
controls in establishing “stability” 


They feel the spacing out of the 
defense program was of tremendous 
significance in easing demand. In 
addition, they point to a very ob- 
vious recession in demand for con- 
sumer goods . . a recession that 
would curtail production rates even 
if government controls disappeared. 

When steel comes out from under 
CMP, plate, bar and tube will still 
be subject to some form of alloca- 
In addition, 
an over-ricing military priority will 
be retained to make sure that essen- 
tial defense programs operate with- 
out difficulty. 

Government officials might get 
more information about the health 
of the materials markets by merely 
looking back through the transcripts 
of NPA’s meetings with industry 
Several months ago, 
these committees were appealing for 
help. They were asking for orderly 


tion, officials believe. 


committees. 


distribution of scarce materials and 
for assistance in speeding produc- 
tion of certain components. 


Decontrol Talk . . In recent weeks, 
the meetings between NPA and its 
industry committees center more 
and more on decontrol . . when and 
how. Backlogs of unfilled orders 
remain high. But the flow of mate- 
rials and components seems to have 
settled into an orderly pattern. The 
shortage of CMP tickets causes con- 
siderably more concern than the 
shortage of motors, tool steel and 
bearings. 

NPA may seem stubborn about 
keeping CMP for the present, but 
its record in loosening controls is 
generally reassuring. Extra tickets 
for steel, copper and aluminum have 
been issued as rapidly as open mill 
And in gen- 
uine surplus situations, NPA has 
reacted promptly. Almost over- 
night, for example, importers dis- 
covered that we would have lead, 
zine and cadmium running out of 
our ears. NPA promptly lifted most 


space was reported. 





How Much Has the Metalworking Market 
Changed in the Last Three Years ? 


Every market presents a moving target to the adver- 
tiser. New plants are built...old plants grow and 
change their operations and products ... new men are 
always coming onto the scene to run the plants and 
make the buying decisions. 


But knowing that we face a moving target isn’t enough. 
Unless we have some idea how fast it is moving, we may 
miss it by a mile. 


How fast has America’s largest industrial target—the 
giant metalworking industry—been moving during 
these recent hectic years? Two studies of Erie, Penn- 
sylvania—one made three years ago and one just com- 
pleted—shed some light on this problem. In August, 
1948, Dun and Bradstreet interviewed the operating 
heads of every metalworking plant in Erie which 
employed 50 or more... the plants which accounted 
for over 96°% of the city’s metalworking production. 
They gathered a vast amount of data on plant capacity, 
employment, operations, products, personnel, sales, ete. 
Here are a few of the changes they found when they 
went back last fall, just three years later: 


OOOO 


There are five new worthwhile sales targets which 
didn’t exist in 1948. Four of these are plants which have 
grown past the 50 employee mark ... and there is one 
new plant which was constructed since the previous 
study was made. 


But that’s only part of the story .. . nearly every plant 
has increased its capacity. The plants which appeared 
in both the old and new studies report average increases 
in capacity of 34.2%. 

The target in Erie is considerably bigger than it was in 
1948. It calls for a bigger selling effort. But whom must 
we sell? Has there been much of a change in the men who 
run the metalworking plants? Here is the answer: 


26 companies reported no significant changes among 
the executives responsible for management, production, 
engineering and purchasing functions. 


ees’ 


34 companies reported that new men now occupy one 
or more of these key positions. 


¥§ oS 


In just three years, 56% of the metalworking buying 
teams of Erie have undergone changes. Every one of 
these new teams may present a new selling problem, 
because the new members may not know about your 
company and your products. 


Perhaps the most startling comparison to be found ir 
the Erie study is in the sales figures. Average sales for 
the companies which answered this question were 
$2,147,000 in 1947... but in 1950 the average soared 
to $3,167,000 ...an increase of 47.5%. 
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What has happened in Erie is just one example of what 
is happening throughout Metalworking America. The 
target is moving a great deal faster than most of us 
realize. Merely maintaining position in this largest of 
all industrial markets is a big job. ‘To move ahead of 
competition will require a bigger and better job than 
ever. Your publication advertising can play an impor- 
tant role in getting your story across where it counts . . . 
because your better metalworking magazines learned 
some time ago that the only sure way to hit a moving 
target is to keep moving with it. 


If you would like to know more about the Erie Studies, 
please write us. We'll be glad to see that the complete 
report is made available to you. 


= PRM PORTE 


PENTON BUILDING e CLEVELAND 13, OHIO 
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usage restrictions from these mate- 


riais 


On the hand, OPS has been 


othe: 


extremely cautious about decon- 


commodities which sell be- 


So 


trolling 


low it far, its only 


concession has been to 


appoint a 


committee to consider daecontrol 
standaras 

Business men before 
Congress to 


controls 


appearing 


discuss renewal the 


act have pitched 


defense 
into OPS 


ing sentiment for Congress to fill the 


indecision. There’s mount- 
vacuum by writing legislation which 
OPS to 
items which sell below OPS prices 


would require decontrol 


for a reasonable period 


More Building . . With the easing 
of restrictions, NPA is opening the 


way for hundreds of new construc- 


tion programs for commercial struc- 


tures, hospitals, schools and other 


buildings which are virtually pro- 


hibited at the present time. Build- 
ers have been invited to submit ap- 
start late 


plications lor projects to 


this yea Except for places of 


amusement, most projects are to get 
attention 
NPA 


construction 


sympathetic 
Me anwhile 
the 


estimates that 


military program 


its peak this summe1 


passes 


Recapitulation of industrial ex- 


authorized by 


pansion 


Defense 


programs 


Production Administration 


shows a good deal about the kind of 


rket industrial 


opportunities 
are enjoying 

1at has happened in 

ndustrial 


con- 


the 
about 50 


running 


structior 


higher (in terms of identical dol- 
lars) 
1948 

As of Feb. 25 


7,188 


than industrial construction in 
DPA had author- 
valued at $14.5 


received 18,700 


ized projects 


billion In all it had 
applications proposing expenditures 
While it had turned 
involving $3.2 billion, it 
still had 


the 520 projects in the 


lion 


4.300 


of $29 bi 
dowr 
quite obviously far to go 

Dollarwise 
iron and steel industry top the list 
$2.8 billion 


rail- 


with expenditures of 
Other big 
roads, chemicals, public utilities, pe- 


all 


trical and otherwise 


ones are aluminum, 


troleum, and machinery, elec- 


Deflated Statistics . . Those new 
low figures reported in the whole- 


sale price index of the Bureau of 


Labor 
illusion. They're genuine 

Early last month BLS switched its 
1926 
squeezing 


Statistics these days are no 


price index from a 
1946-49 
deal of 
the 


The switchover to a 


wholesale 
base, 


the 


base to a 


out a good inflation 
numbers 

1946-49 base 
of 


government statistics ordered by the 


which crept into 


is part of an over-all revision 


Bureau of the Budget in order to 


put reports on a more “normal” 


Other agencies are also busy 
in 
their 


base 
recalculating statistical series 
1946-49, 


old pre-war starting points 


terms of instead of 

Besides switching to a new base, 
BLS expanded its wholesale price 
index to 2,500 
compared with about 900 in the old 
Thanks to this additional 
coverage, BLS believes the index . . 


covel commodities 


index 


used as a price guide in many in- 


dustrial contracts will be con- 


siderable more accurate as an in- 
dicator of price trends 

BLS's 
also being revised, with 1946-49 as 
“100”, compared with 1935-39 at the 
“Dry” the 


price 


consumer price index is 


present time runs ol 


index are to 
the official 


1953 


new consumer 


start in July, with 


changeover set for early 
Good Timing . . 
Chief F. J 


with members of the House Appro- 


Federal Budget 
Lawton was wrangling 


priations Committee who object to 
voting a $5,000,000 emergency fund 
for use by the President. Specifical- 
ly, they wondered why Mr. Truman 
$680,000 


fund to 


year's 
Materials 


last’s 


the 


spent from 
underwrite 
Policy Commission. 
“Why didn’t he come to Congress 
the $680,000 taking 
it from the emergency fund,” asked 
John Phillips (R., Cal.). “I 
this subcommittee would 


have given him sympathetic consid- 


for instead of 
Rep 
am sure 
eration.” 

Mr 
dent 


Lawton explained the Presi- 
may have been pressed for 
time 

“Well, I've known this same presi- 
dent to come on this Hill and get a 
bill through in 24 hours in an emer- 
gency,” Rep. Phillips exploded 

“Lately?” asked Lawton. 

With a nice sense of timing, Rep. 
Albert Thomas (D., Tex.), who pre- 
declared the meeting ad- 


journed. 


sided, 





Here’s why 


Readers lay danger 


with each issue of PIT AND QUARRY 


They get more value and ideas out of each copy of PIT AND QUARRY. 
They buy it strictly on editorial merit—and at the highest subscription 
price in the field. More of the top men spend more money for subscrip- 
tions to PIT AND QUARRY than for any other publication in these 


industries . . . AND HERE’S WHY: 


EDITORIAL — Covers important developments of all 
kinds, pointing out trends, 
actions, warning of dangers, advising on actions, etc. 


interpreting government 


NEWS — Covers wide range of subjects — news of new 
companies, government reports, men in the industries. 


WASHINGTON NEWS LETTER — Written by a top- 
flight professional — industrial and labor economist — 
who has his finger on the pulse of national affairs. Inter- 
prets events as they affect these industries. 


COMING EVENTS —A complete list of conventions 
and meetings for months ahead. 


CEMENT PRODUCTION CHART — Latest official fig- 


ures on production and other important information. 


LIME PRODUCTION CHART — Latest official figures 
on lime production. 


30 YEARS IN PIT AND QUARRY — A popular fea- 
ture that brings back memories to the older generation, 
and of real interest and value to newer men in the 
industries. 


NEW MACHINERY AND EQUIPMENT — Describes 
new developments in machinery and equipment used by 
these industries. 


MORE INFORMATION PLEASE — Describes manufac- 
turers’ literature. Listed so that readers can quickly and 
easily get information via an attached postcard. 


SCREENINGS — Plays up the humorous side of these 
industries with a touch that can only come through wide 
familiarity with their problems and practices. 


PERSONAL MENTION — Important news about indi- 
viduals in these industries. 


TRADE NOTES — News of manufacturers selling to the 
non-metallic minerals industries, and persons connected 
with them. 


LEGAL DECISIONS — Selected legal decisions — writ- 
ten by a lawyer who specializes in legal cases in these 
industries. 


TRAFFIC NEWS — Latest complete traffic information 
on the products of these industries. 


Quality Editorial builds high readership for Advertisers 
That’s why PIT AND QUARRY is Fex¢ cu the Field 


First in Quality Circulation 


First in Advertising Volume—13 consecutive years 


First in Editorial Quality 
First in total Editorial pages 
First in Mail Subscriptions 
First in Classified Advertising 


Highest subscription price 








a market-specialized catalog can help 


product designers 


fit your products to their needs 


... that even complete product specifications may not 
tell them that you have what they want; 


... that they need to have the bare facts interpreted 
in terms of their requirements; 


designers say: 


... that finding suitable materials and components 
often gives them a tough time. 


Sweet’s recently concluded an intensive study of 
the buying practices and information needs of 
product designers. We gathered some mighty il- 
luminating material about the kinds of product 
information they hope to find when they consult 
manufacturers’ catalogs. 

Again and again designers told why they need 
to have products described in terms of ranges of 
application and performance, physical character- 
istics, dimensional specifications, and cost. More 
than one said that manufacturers’ catalogs that 
omit such information fail to tell him things he 
has to know before he can decide whether or not 
the products might suit his special purposes. 

The findings of the field study, available in 
the booklet, “What Product Designers Want to 
Know,” clearly indicate that a manufacturer of 
materials, finishes or components can improve 
his marketing efficiency with a good catalog de- 
veloped especially for product engineers; one that 
will make it easier for them to size up the possible 
application of his product to their needs. 


ioe = what 
et hn product 

designers 

want to 


know 








FREE —36 842“ x11” pages of ideas on the 
selection and preparation of effective prod- 
uct information material for design engi- 
neers. Product design and development men 
themselves wrote this handbook. That's what 
it is, literally—a handbook of what designers 
say they need to know about products. In 
their own words, they describe the kind of 
information that enables them to identify 
your products with their needs and induces 
them to get in touch with you. A copy is 
available at no cost to any industrial mar- 
keter or agency man interested in the prod- 
uct engineering market. 





Sweet’s can help you get the most 
out of your catalogs. 

Year after year, Sweet’s handles more catalogs than 
any other organization—in 1951, over thirty-eight 
million copies. 

Whether your problem is one of catalog content 


and format, or one of good printing at reasonable 
cost, or of catalog distribution to cover your markets 
effectively, or simply to get relief from a vast amount 
of time-consuming work . . . you will find a Sweet’s 
service to help you. 

These services, described below, may be ordered 
separately, or in any combination. 


Sweet's design department is staffed 
by experienced consultants, tech- 
nical copywriters, draftsmen. and 
artists. Your individual require- 
ments, whatever they may be, re- 
ceive individual treatment by men 
Specially trained for this work. 
plan— consultation and analysis of 
products and markets; determina- 
tion of catalog’s objective, scope, 
content and distribution. 

rough dummy — outline of content 
and format. 

finished dummy — complete content 


Because of the great number of 
manufacturers’ catalogs handled, 
Sweet's can offer the economies of 
quantity production with no sacri- 
fice of quality. 

Even if other Sweet’s services are 
not desired, it may be found con- 
venient to have some or all of the 
details of production handled by 
one responsible organization. 

Sweet's will take complete charge 
of the execution of orders for any 
or all of the following: drawings, 
photographs, engravings, type com- 
position, electrotypes, printing, and 


Sweet's services in the uct en- 
gineering market are available for 
either of two types of catalog dis- 
tribution—individual or pre-filed— 
to selected organizations and in- 
dividuals representing the bulk of 
the buying power. 

individual distribution — by purchase 
of accurate list compiled by Sweet’s, 
or by using Sweet’s mailing facilities. 
pre-filed distribution— by having cat- 
alogs permanently bound and in- 
dexed in PRODUCT DESIGN FILE. This 
method has the advantage of keep- 


and format specifications, ready for 


binding. 
production, Res 


The Sweet’s District Manager near you will be glad to 
detail these services in terms of your particular require- 
ments. Call him in for a discussion of your catalog needs. 
New York 18—119 West 40th Street—LOngacre 3-0700 

Boston 16—31 St. James Avenue—HAncock 6-0700 

Buffalo 2—70 Niagara Street—CLeveland 8200 

Chicago 54—700 Merchandise Mart—WuHitehall 4-4400 
Cincinnati 2—American Building—GArfield 2800 

Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 

Detroit 26—548 Free Press Building—WOodward 1-2745 

Los Angeles 17—1709 West 8th Street-—DUnkirk 3-1177 
Philadelphia 7—1321 Arch Street—LOcust 7-4326 

Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 

St. Louis 1—721 Olive Street—CHestnut 7388 


Sweet's 
Catalog 
Service 


designers, producers and distributors 





f a Let. | t 
o' ‘ers’ mar Pp g 


DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET e NEW YORK 18, N. Y. 





ing catalogs instantly accessible at 
all times in 16,000 prospective buy- 
ers’ offices. 





FREE — this booklet tells 
you all about Sweet’s 
services in the product 
engineering market—also 


in the plant engineering 





and construction markets. 











Sweet's Catalog Service . . . Please send me a free copy of: 


“What Product Designers Want to Know about: 


M ials; Finishes; Comp as 





[] “Market Specialized Catalog Services.” 


NAME TITLE 
COMPANY 
STREET 


city 
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\ 
and \prospects throughout 


Latin America’s enormous 


Textile industry: - - 


is the SERVICE 
performed by 


TEXTILES 
PANAMERICANOS 


every 
month 


4 
f > 
[Boring 


Here, in 
clear, simple 
idiomatic 
Spanish... 
is given month-by-month re 
ports of textile technological 
Here the leading 
machinery, dyestuffs and tex- 
tile chemical exporters present 
their lines and, during times of 


progress 


material shortages, insure that 
the fame of their organization 
is kept alive 

More than 3000 mill men in 
Mexico, Cuba, Central and 
South America read TEX- 
TILES PANAMERICANOS as 
a guide to what is new in North 
America and who makes it 
For comple te details about this 
i journal 


HUSITLCSS 


produ tive 
write: 


DALES 


PANAMERICAN PUBLISHING COMPANY, Inc. 
570 7th AVENUE, NEW YORK 18, N.Y. 
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Planning, relaxation, helps 


get most out of a work day 


® ASSUMING that you are a normal, 
efficient executive, probably the 
only suggestion is to secure more 
competent help. However, the fol- 
lowing may prove worthwhile: 

1. Have your secretary analyze 
your time, find out just how much 
time you are giving to each type of 
work. Perhaps some of the things 
you do could better be done by the 
office boy 

2. Give those about you an op- 
portunity at the more important 
work. Do not take the attitude that 
you are the only one who can do 
certain things. Pass on responsibil- 
ities and you will be surprised how 
others will rise to meet them 

3. Take up to five minutes in the 
morning and also in the afternoon 
for quiet meditation Close your 
eves, relax, think about your over- 
all job, separate the important from 
the unimportant factors. Get a bet- 


ter perspective 


Special prices may help move 


slow-selling merchandise 


problems 


in Industrial Marketing 


® IT IS RATHER difficult to tell you 
how to move your odd or slow- 
moving equipment because it prob- 
ably will take twice as much ability 
and ingenuity as is required for 
your standard job. Perhaps it would 
be possible to merely intensify your 
efforts or it may require special ad- 
vertising or reduced prices. Special 
offers at reduced prices are not too 
common today so would probably 
attract attention and help you move 
your slow-moving products. In an- 
other six months the task might be 


much more difficult. 


How advertising men can 


improve company letters 


® MOST ADVERTISING managers have 
plenty to do without guiding sales 
and engineering correspondence, but 
there is a great field for improve- 
ment along this line in most com- 
panies. 

Some companies, sensing the op- 
portunity for improvement, have 
employed outside talent in letter 
improvement programs. Others se- 
lect their top correspondent or ad- 
vertising manager to review com- 
pany letters and make specific sug- 
gestions. 

If you could institute a system of 





PREFER 


If your ad schedule reaching the construction men does not 


THESE 12 LEADING REGIONAL 
CONSTRUCTION PUBLICATIONS 


already include Associated Construction Publications 12 
regional construction magazines that lead the readership field 

then consider the value of placing your message before 
construction men in the best read, most preferred publications 
in the field! Here are facts from a recent unbiased survey: 


The most complete survey of its kind ever conducted — ques- 
tionnaires mailed to 58,560 readers of ACP regionals. Con- 
ducted by an outside agency with no identification revealed 
concerning any publication in the construction field. This 
complete survey represents a thorough cross index of all read- 


ers of all construction publications 


In fairness to all publications, no names of any publication 
were listed. Reader was compelled to write in the name or 
names of publications in answer to the questionnaire. Returns 
were received and tabulated by I.B.M. methods by a neutral 


agency. 


7 out of 10 construction men wrote in the name of their ACP 
regional as the preferred construction publication. ACP re- 
gionals led by 4 to 1 the preference rating over any other 
national or regional construction magazine. 


"MUST READING" 
FOR AD MEN 


@ Survey booklet, “What Publications 
Do Construction Men Read?” tells the 
complete survey story, gives you valu- 
able facts for building the best ad 
schedule for the construction industry. 


COMPRISE THE ACP GROUP 


CONSTRUCTION BULLETIN 
Minneapolis, Minnesota 


CONSTRUCTION DIGEST 





CONSTRUCTIONEER 
Newark, New Jersey 


CONSTRUCTION NEWS MONTHLY 
Little Rock, Arkansas 


THE DIXIE CONTRACTOR 
Atlanta, Georgia 


MICHIGAN CONTRACTOR & BUILDER 
Detroit, Michigan 


MID-WEST CONTRACTOR 
Kansas City, Missouri 


MISSISSIPP! VALLEY CONTRACTOR 
St. Louis, Missouri 


NEW ENGLAND CONSTRUCTION 
Boston, Massachusetts 


SOUTHWEST BUILDER & CONTRACTOR 
Los Angeles, California 


TEXAS CONTRACTOR 
Dallas, Texas 


WESTERN BUILDER 
Milwaukee, Wisconsin 


For survey booklet write to: 
G. L. Anderson, Sec'y 
1022 Lumber Exchange Bidg. 
Minneapolis 1, Minnesota 
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reviewing one department a month 


ase in a modest cooperative way, you 

h 4 [ 54° probably would be successful in im- 

mec anica 9 proving the over-all correspondence 
‘ ; 4 


speaking... beer company pabcny? 


of your company. 


sian ant to sell US é ® MOST INDUSTRIAL advertising 


agencies are willing to cooperate on 


Like to have your products and services known and 2a : ; 
publicity, making recommendations 


selected by the largest audience of engineers in the ie 
mechanical industries . . . the 35,000 who have met the and writing up the usual news 
high professional standards of the American Society of stories about new plants, new facil- 
Mechanical Engineers? ities, new equipment, personnel 
changes. But, if you are going to 
start writing speeches and articles 
for executives guiding basic com- 
pany policy, so that not only the 
public but labor relations will be 
improved, then you have a big job 


We are approachable. More than that, we invite you to 
talk to us through the best communication channels 
we can provide—especially engineered to sell us. 

These two channels are really one medium doing double 
duty as: 1. every-month printed salesmanship — 
MECHANICAL ENGINEERING, and 2. all-year prefiled pro 
duct information—ASME MECHANICAL CATALOG & DIREC- on your hands. This work, however, 
rory. They should be used by you as one sales-maker, is so closely associated with your 
because we use both when we buy—m.r. for product regular advertising duties that you 
facts in general; ASME MECHANICAL CATALOG & DIRECTORY should easily be able to grow into it. 
for product facts in particular. ‘ 


Can advertising help other 
departments to communicate? 





MECHANICAL ENGINEERING — 35,000: 


reaches every single one of us (and 2,639 other engineers) 
every month. M.E. is our No. 1 magazine, not only 
because we own and publish it but because it prints the 
latest, most important technical findings of all 

35,000 of us. We ought to know how to reach us and 

M.E. is our preferred monthly way. 








ASME wEcHANICAL CATALOG and DirectorY—15,000: 


When it gets down to specifics this is our buying guide. 
15,000 of us hold jobs where product selection, 
specification and purchase go on all the time. ® THIS QUESTION seems very largely 
The ASME Catalog provides 15,000 always-on-the-spot one of personal relationship . . of 
salesmen for you, each one consulted by an average of offering help to these departments 
3 to 5 users, a total of 30 to 50 times a year. 
Next annual ASME Catalog closes June 1; 
published October, 1952. 


Send for “Engineered Industrial Marketing.” 


plus their willingness to accept your 
help. Undoubtedly, you can im- 
prove their communications, but 
this must come gradually. 

You may suggest that they need 
The American Society of Mechanical Engineers only dictate to you the rough idea 


they wish to get across, and you will 


29 West 39th Street, New York 18, N. Y. then complete Git latter. 











100 feet from blast off! 


This blockhouse is as close as a man can get to a guided 
missile at take-off. 


Inside this concrete dome, in rooms crowded with 
electronic equipment, flight officers supervise and con- 
trol missile launchings. The two large windows, backed 
by a relay of mirrors, give safe periscopic vision. The 
small center window, made of safety glass six inches 
thick, gives a direct view of the “‘shoot’’. 


Here, at the U. S. Air Force’s Missile Test Cen- 
ter on Cape Canaveral, Florida, huge guided missiles 
blast off at regular intervals into a roaring are of 
flight... tracked over their thousand mile path by 
an intricate network of communications. 

The editors of Ariation Age were the first repre- 
sentatives of an aviation magazine granted permission 
to visit this long-range missile testing center. Their 
exclusive report appeared in two recent issues of 
Aviation Age. 

Aviation Age has consistently been as close as a 
magazine can get to important technical developments 


in aviation. 


Attention to detail, a passion for accuracy and 
an infinite capacity for taking pains have made 
Aviation Age the authoritative spokesman of the 
industry it serves. Aviation Age is read by key men 
throughout the aviation industry—chief engineers, 
designers, flight supervisors, purchasing agents, top 
management, officers high in military air command. 
These men depend upon Aviation Age for information; 
they quote it; they trust it. 

This intense interest, this concentration of buying 
power is yours in the advertising pages of Aviation Age 

. a leader in its field. 


Aviation’s Technical Magazine 


viation Age Bion, 


A 
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A CONOVER-MAST PUBLICATION 
205 East 42nd Street, 
New York 17, N. Y. 
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of industrial sales and advertising 


Tool show draws record 34,385 


Sales good, too, even as 
$750,000 fire burns out 
14 exhibits; Eastman hard hit 


® cnicaco.. A record 34,385 buyers 
registered at the industrial exposi- 
tion of the American Society of Tool 
Engineers, undaunted by a fire that 
caused $750,000 damages and burned 
14 exhibits on the second day of the 
five-day run 

Attendance almost doubled the 
17,800 total of the previous show in 
Philadelphia as 402 exhibitors dis- 
played 20,000 items of machine tools 
and metalworking machines valued 
at $18,000,000 
been sold out since Dec. 1. 

The fire, which broke out after 
closing hours, burned 4° of exhibit 


Exhibit space had 


space before brought under control 
by the fire department. Eastman 
Kodak Co., Rochester, N. Y., placed 
its loss at $60,000 


Spring Comes to IBM. . 


26 /\) 


Quick to capitalize on a sales op- 
portunity, Pangborn Corp., Hagers- 
town, Md., hung a new sign on its 
exhibit next day. The sign an- 
nounced that the company’s $2,400 
hydro-finishing cabinet for re-fin- 
ishing metals, on display for demon- 
stration, had been offered temporar- 
ily for emergency service to burned 
out exhibitors and that demonstra- 
tions would be refinishing of equip- 
ment burned in the fire. 

A spot check of exhibitors showed 
that most did more business than at 
previous shows. Viking Industries, 
Rockford, Ill, reported sales ex- 
ceeding $100,000 of screw machines, 
milling machines and _ grinders. 
Sheldon Machine Co., Chicago, said 
orders would take the 
company’s production of lathes and 


received 


shapers for two weeks 
Prominent traffic stoppers at the 


New circulation method started 
by Industrial Publishing Co. 

® CLEVELAND .. A new circulation 
method has been started and named 
“franchise circulation” by Industrial 
Publishing Co. for its five industrial 
publications, all audited by Con- 
trolled Circulation Audit. 

Circulation is paid for by selected 
wholesalers and distributors in basic 
marketing areas, who further agree 
to supply lists of buyers and keep 
them up to date. 

Distribution on Commercial Re- 
frigeration & Air Conditioning is 
franchised through commercial re- 
frigeration and air conditioning 
Applied Hydraulics 
through hydraulic and pneumatic 
components sales agencies, Flow and 
Flow Quarterly through material 
handling and equipment distribu- 
tors, Industry & Welding through 
welding equipment and supply 
wholesalers and Occupational Haz- 
ards through safety equipment job- 
bers and distributors. 

A new booklet, “How Franchise 
Circulation Operates”, detailing the 
plan, is available through the home 
office, 1240 Ontario St., Cleveland. 


wholesalers, 


IM business paper competition 
to end May I; give 15 plaques 

® cHIcAGO .. More than 400 samples 
work by 
business publications are expected 
to be entered in INDUSTRIAL MARKET- 
1nG’s 14th annual editorial competi- 
tion, which closes May 1. 


ef outstanding editorial 


Some 15 plaques and 30 certifi- 
cates of merit will be awarded to 
business publications for outstand- 
ing editorial coverage and service, 
including research, performed in 
1951. Deadline for 


competition is May 1 


entering the 


The plaques will be presented to 
winners at the 30th annual confer- 
ence of the National Industrial Ad- 
vertisers Association next June 29 
in Chicago 

Awards will be presented in three 
major groups of publications: (1) 
industrial publications going to 
readers in manufacturing, process- 
ing, mining, etc., (2) merchandising 
publications going to distributors, 
jobbers and retailers and (3) class, 
institutional, service and profession- 
al publications. 

Editors and publishers may enter 





Manufacturers who want to 

influence buyers of power-field equipment 
find farmore readers, farmore 
individual readership, at farless 
coverage cost inPowey ... 

BUYERS looking forSELLERS find 
them in Power °s Buyers Guide, the 
only directory of Power-field equip- 
ment manufacturers. 


The BUYERS GUIDE (where 


buyers look for sellers) is coming 
June |5th, closing tor ads May |6th. 


Ra | 
/F yoy want to move a produch , put ‘Power behind it 
ff ria Pe BUYERS ~ 
oe GUIDE 
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Double 
Satles-Tmpac 


TO SELL THE 


HIGHWAY-HEAVY 
CONSTRUCTION 
MARKET 


ROADS AND 
STREETS 


Published monthly, ROADS AND STREETS 
reaches highway and heavy construction 
contractors, gi and gov t offi- 
cials who buy or specify materials and 
equipment for constructing and maintaining 
roads, streets, bridges, airports and all re- 
lated structures. 





This is a 3/2 billion market—always active 
supported by government taxing power 
and not subject to industrial ups and downs. 
ROADS AND STREETS publishes technical 
and how-to-do-it articles and pictures that 
help the men in this field. 
Independent readership studies place ROADS 
AND STREETS high in preference in the 
field of highway-heavy construction. 


Send for “Signposts” folder 


2. 


PREFILED CATALOGS 
re 


me | 15,000 


Distribution 


j_ HEAVY CONSTRUCTION 





— 


Published annually, Gillette's Heavy Con 
struction Prefiled Catalog File goes to key 
buyers of materials and equipment used for 
all types of heavy construction work. 


Through this one volume you can make 
more sales at less cost than by distributing 
your catalog individually. Gillette's Prefiled 
Catalog gets preferred usage from a highly 
selective audience of key buyers. It is easy 
to use, provides comparison, always up- 
to-date. Your complete or condensed cata- 
log is correctly classified, properly in 
dexed by product, company and trade 
name. 
Four-page folder gives complete data 


PUBLISHING COMPANY 
22 W. MAPLE ST. CHICAGO 10, ILL. 


@) News 


material in any of five classifica- 
tions 

1. Best series of related articles on 
one theme. The articles must ap- 
pear in two or more issues 

2. Best single article or editorial 
serving the publication’s field. The 
judges will consider either technical 
or general articles, editorials, news, 
and presentation of technical or 
product information 

3. Best single issue, special issue 
or annual issue devoted principally 
to a single subject or a_ central 
theme. Independent directories are 
not eligible 

4. Best graphic presentation ap- 
propriate to the publication’s func- 
tion. Individual features or complete 
issues will be judged on design, for- 
mat, typography, or treatment of il- 
lustrative drawings or photographs. 

5. Best technical re- 
search published in a regular issue. 
Research must be initiated by and 


market or 


financed by the publication 

A panel of some 20 judges, in- 
cluding leading advertising and sales 
buyers 


executives and_ industrial 


will select the winners. 


Tool show draws record 34,385 


t 





show included a life-size mechanical 
man with pressure gages for eyes 
and with arms that lifted to demon- 
strate principles in air and hydraulic 
devices manufactured by Rivett 
Lathe & Grinder, South Bend, Ind. 
A vibrator-type foot massage ma- 
chine did a brisk business pulling 
foot-weary buyers to the exhibit of 
Steel Corp., 
The machine had no 


Universal Cyclops 
Titusville, Pa 
relation to the company product 
Was just a customer super-service 
and a good traffic stopper. 
Companies that could not or did 
not bring heavy equipment for live 
displays used slides, flip-overs and 
other forms of animation to steer 
convention traffic into booths. Lind- 
berg Engineering Co., Chicago, hung 
electrically - operated 


back wall of the booth, 


stereotypes 
long the 
enabling visitors to see a colored 
limensional view of the com- 
line of industrial furnaces 


1d equipment 


Industrial Display h 


Venise Varcel was elect 


Start budget planning a year 
in advance, say Chi: uxg admen 


@ NEW york .. The first step in de- 


termining the advertising appro- 
priation is to pre-condition the cus- 
tomer’s top brass,” New York T-F 
Club told by a 
three-man team of executives from 
James Thomas Chirurg Co. 

“The time to start selling manage- 
ment on advertising is exactly 364 
days before the budget is sub- 
mitted,’ Howard G. Sawyer, Chir- 
urg vice-president, said. He ad- 


members were 


vised his audience to place its top 
management on a steady diet of in- 
formation, building up a greater ap- 
preciation of advertising so that the 
front office will think of the bene- 
fits of advertising rather than the 
expense. This permits better long 
range planning for obtainable goals, 
Mr. Sawyer said. 

Ed Shea, Chirurg’s media direc- 
tor, said that the agency carried on 
its planning for recommended ad- 
vertising budgets a year in advance. 
Chirurg account executives, re- 
search people, and other personnel 
work out the initial details of pro- 
posed campaigns as early as Jan- 


uary Revisions to meet changing 
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"Now... NJODERN * 
RAILROADS 


GREATER SALES POWER 


MORE EVIDENT THAN EVER 
in NIAA outline form! 


Sales Power, of course, is an 

intangible but... Modern Rail- 

roads has prepared a presentation 

based on the outline recommended 

by the National Industrial 

Advertisers Association... here are 

tangible facts—conclusive demon- 

stration of Modern Railroads 

tremendous Sales Power. 
.-. it's BIG in format, Editorial impact and Readership 

Send for your copy today ... It's Beautiful—write for sample copy and see! 

.-. It’s POWERFUL—use it, and know! 


AILROADS 


201 North Wells Street CHICAGO 6, ILLINOIS 


NEW YORK 17—441 Lexington Avenue CLEVELAND 151154 Hanna Bidg. 
PASADENA 1—423 First Trust Bidg. ATLANTA 3-5 IVY BLDG., N.E. DALLAS 1—1025 National City Bidg. 





| @ news 
Did you know conditions are made as needed. The 
there are two hinds necessary cooperation by agency 


and clients during this process con- 
of gossip? ditions the management to a more 
whole-hearted acceptance of the 
agency’s recommendations and elim- 
inates much of the fall rush of plan- 
Faveruble gossip con pay off handsomely ning. Chirurg never had so many 
for your business budgets approved so early and 
rng ee conan never ran so much January Space 
message appearing in TIME for April 14th as this year, Shea remarked in re- 
and in THE SATURDAY EVENING POST porting his agency’s own experience 
for April 19th in pre-conditioning top manage- 

ment. 

The Chirurg recommendations are 
presented to the client at budget 
time in a folder or flip-over. The 
presentation discusses the following 
factors in this order: review of mar- 
keting situation, problems, objec- 
tives, strategy, methods, media and 
budget. George Frye, manager, 
New York office, outlined the Chir- 
urg presentation procedure. 


International trade fair 
rescheduled for Aug. 2-17 


® cHicaco . . The International 
Trade Fair originally booked to 
show at Chicago’s Navy Pier March 
22 to April 6, has been re-scheduled 
for Aug. 2-17, John N. Gage, ex- 
ecutive director, has announced. 
E nely Exhibitors needed more time to 
of fhandsot . arrange for dollar exchange and 


ood Printer \ various government clearances nec- 
” ’ ss . 

at Your print \ essary for participation, he ex- 
Wena the rem re oo \ plained. He said that the fair will 


—At 


your Ally 


ra 


not be postponed again and that 
enough exhibitors were in the show 
now to insure its success. 

Signed contracts have been re- 
ceived from England, Austria, Por- 
tugal, West Germany, the Saar, 
Hong-Kong, Scotland, South Korea, 
France, Sweden, Turkey, Thailand 


ce and Canada. American exhibitors 
aan rete 


How f° 


af 
Favorable GOS = 


yi 


I ncowrate 


wane vat “ also will participate. 
Sige Some of the foreign exhibits will 
wa ( fy Sage be sponsored entirely by their gov- 
C J bers) ernments. Others will have varying 
Baccesgre tT aS degrees of government sponsorship 
printing up and help in underwriting costs. Fed- 
eral approval of the fair was ob- 
tained last January when Congress 
approved the resolution of Rep. Sa- 
bath of Illinois empowering Presi- 
dent Truman to invite foreign gov- 
ernments to participate 








Who’s Who in Buying in the Chemical World? 





R. L. Murray, President of Hooker Electro- 
chemical Company, like so many top execu- 
tives, arrived via the scientific route. 


As head of a great chemical company, Mr. 
Murray is important in approving major pur- 
chases made by his firm. But he has actually 
been an important member of the buying and 
specifying team since he was a “Research Chem- 
ical Engineer” 35 years ago. And with other 
chemists and chemical engineers—from every 
function and with various titles—he has had a 
voice in buying every step of the way. 


Readership by top management gives CQENews 
much of its advertising value. Add to this the 
thousands of other chemists and chemical engi- 
neers who also rate “Who’s Who” influence in 
buying, and you know what makes C&ENews 
the number one market place of the chemical 
world. 


It takes the BIG 72,000 

coverage of C&ENews—every Monday 
—to BLANKET 

the Chemical and 


Process Industries. 


PRESIDENT 
Hooker Electrochemical Company 


Ever hear of a Phi Beta Kappa chemical 
engineer who twice won the national 
tennis title and then became one of the 
nation’s top technical executives? That's 
Lindley Murray! 

At Stanford University, Mr. Murray 
storred both in the classroom and on 
the court. Then, after two years of 
process industry experience as drafts- 
man, works chemist and assistant su- 
perintendent, he joined Hooker as 
Research Chemical Engineer. 

By 1920 he was Plont Superintendent, 
meanwhile having found time to win 
the U.S. Lawn Tennis Singles Cham- 
pionship twice. In 1932, Mr. Murray 
was promoted to Chief Engineer; then 
Director of Development, V.P. in Charge 
of Develop and & h, Execu- 
tive V.P., and in Jan. 1951, President. 





Today he is a recognized authority on 
the chlorine and alkali industry; takes 
an active part in ACS affairs, serves 
on the editorial Advisory Boord, and 
has missed few, if any, issues of 
C&ENews since it was first published 
in 1923. 








CHEMICAL AND ENGINEERING 








Newsmagazine of the Chemical World Since 1923 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 
330 West 42nd Street, New York 36, N. Y. 


CHICAGO * CLEVELAND © SAN FRANCISCO ®* LOS ANGELES * SEATTLE * DALLAS 





Construction? 


Here is where 


Technical Copy 
Pays Off... 


@ The JOURNAL of the AMER- 
ICAN CONCRETE INSTITUTE 
is recognized world-wide through 
the regular publication of the 
kind of reliable technical papers 
and discussions wanted by the 
key men in the concrete industry. 
@® Here, then, is a medium in 
which the technical story of your 
product or service will be read 
and studied with expert interest 
... Here you can tell the kind of 
story you have always wanted to 
tell to professional engineers, 
architects, contractors, construc- 
tion superintendents . . . 


@ With the rising cost of labor 
and materials, the men you want 
to reach know it is imperative to 
be alive to new methods and 
uses of the best tools, machinery, 
equipment, materials and serv- 
ices dollarwise. 

@ And, since they are the key 
men on the high priority building 
projects throughout the nation, 
the ACI JOURNAL is the place 
to make a direct bid for their im- 


portant business. 


® With a relatively small (6,500), 
very important, and very special- 
ized circulation, the JOURNAL 
of the AMERICAN CONCRETE 
INSTITUTE provides you with 
an outstanding type of coverage 
at modest rates. Write for more 


details. 


Journal of the 
AMERICAN 
CONCRETE INSTITUTE 


18263 West McNichols Rd. 
Detroit 19, Michigan 
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Advertiser Changes 


T. F. Brennan . . | 


Lucien M. Brouillette 


exe 


Richard Cressey 


Richard P. Kramer . . ! 


Walter R. Petrie . . former 


Kenneth C. Towe.. { 


M. G. Purpus. . 


Agency Changes 


H. George Bloch, Inc. . . 


Geare-Marston, Inc. . . 


Raymond C. Karsted . . 














Klau-Van Pietersom-Dunlap Associates . . 


has elected 


Media Changes 


Instrument Maker . . 


shina 
ishing 


facturing 
R. Scott Healy . . former advertising man 


21€F 


Modern Packaging 


srck 


Robert B. Weston . 


Industrial Equipment News . . New 




















The magazine of the men who manage, operate 





and buy for the metalworking industry... 


STEEL @ Penton Building @ Cleveland 13, Ohio . ' ~” \ PENTON PUBLICATION 





Let’s swap 
ideas 


Match your advertising 
ideas with these — 
and win a $50 Bond! 


Firecracker” proves 
hot merchandising idea! 


firecracker” is one of the most 
d successtul direct mail ideas 
n—ftor announcing new lines 
or prod improvements, as an invita 
tron to conventions or tor any kind of 
informat , you want to be sure is read 
on your mailing list. This 

» exactly like a tirecracker 
about 34, inches long plus a 
ur message, product miniature 
le tits inside, and firecracker 


enclosed in a small mailing bag 


with the words, ‘It's hort 
ce has caused no end of amusing 
stories, One man even went so tar as to 
soak it in water betore opening the cap 
Certainly, however, we could have noth 
ing but praise toranidea that has generated 
so much interest and response so inex 


pensively — whenever it's been used 


WH. Want, W.H. Watt Advert: 
Upper Darby, Pennsylvania 


FREE! 1001 ways to cut 
printing costs! 


Would you like to own a booklet that 
contains practical suggestions for getting 


a greater return on your printing dollar? 
fee 
€ 


f 


A booklet written just 
ideas geared to today’s printing prob 
lems More For Your Printing Dollar 

ch a booklet —available to you 


at no cost 


procedures tor avoiding excessive Costs 


and inethicrency in the planning ot print 
gv. It tells you how to “live with your 
inter and be happy”! For a free copy 

Room 198, Kimberly-Clark Cor 


Neenah, Wisconsin 


recently — with 


It otters to buyers of printing, 


or touch. We have prepared car cards 
with as many as six colors that our lithog 
rapher has run with only two plates by 
the simple expedient of cutting the 
packing between color runs so that only 
the wanted portion of the plate will print 
in a particular color. This sounds ele- 
mentary, but it is surprising the number 
of printing buyers and even lithog- 
raphers to whom it seems to be an en- 
urely new technique 


Production Manager 
Harrington-Richards, San Francisco, Cai 


John ©. Cummin 


Are vou TBT ? Chances are, you've often 


| when it came to the 


Sale foo + 10 


selecuon ot paper tor a booklet, broad 


choice to 
advertisers have 


printing prices 


by specifying 


needs 





Next time, tzée tame. Look at precision- 
coated Kimberly-Clark papers. Compare 
them with all other brands, and make 
your selection on the basis of perform- 
ance and price 


Saves money on ad reprints! 


To reduce the cost of ad reprints where 
the quantity involved is small around 
300 copies) and where there is a minimum 
of halftones, | have my electrotyper pull 
a proof from the engraving directly on 
to paper multilith plate and usually need 
only one plate for the job. A second plate 
is kept on tile. In this way, we save paper, 
cut printing costs and reduce storage 
space required for reprints 


George H. Ku/nen, Advert 


Bodine Electric Co., Chicago, Ulinoss 


VM unager, 


Do you have an idea to swap? 
Tell it to Kimberly-Clark ! 


All items become the property of 
Kimberly-Clark. For each published item, 
a $50 Defense Bond will be awarded to 
the sender. In case of duplicate contribu- 
tions, only the first received will be 
eligible for an award. Address Idea 
Exchange Panel, Room 198, Kimberly- 
Clark Corp., Neenah, Wisconsin 


NEENAH, WISCONSIN 


_ Kimberly-Clark Corporation 


Enamels and Coated Printing Papers 





A review, by business paper editors, of industry conditions 
that may influence industrial marketing procedures. 


Highway maintenance and city 


services go mechanized 


Equipment Purchases. . The out- 
standing development in _ public 
works is the greatly increased use 
of mechanical equipment for con- 
struction and maintenance opera- 
tions. 

States, cities and counties have 
resorted to modern equipment for 
force-account and maintenance work 
in order to meet the needs for bet- 
ter highways and streets and ex- 
tended sewerage and water facilities 
in the face of the increasing cost and 
scarcity of labor and the relatively 
small increase in available tax 
funds. 

In state highway work, front-end 
and force-feed loaders have about 
replaced manpower for ditch clean- 
ing and shoulder maintenance work; 
chain saws have reduced the cost of 
roadside tree maintenance and re- 
moval by 50 to 80%. Greater use 
of brush cutters, brush choppers and 
chemicals have reduced manpower 
requirements for roadside mainte- 
nance to two or three men from 10 
or 12. Machines to pick up road- 
side litter by vacuum methods, joint 
cleaning machines, post drivers, mo- 
tor mowers and concrete cutters are 
a few of the many units now reg- 
ularly used. 

The use of automatic controls in 
sewage treatment has _ permitted 
placing plant operation, in small 
communities, on an 8-hour, one- 
man basis, greatly reducing the fi- 
nancial burden of operation. 

Counties have also been faced 
with the problems of maintaining 
roads and streets, under today’s 
heavy traffic, and of building new 
highways. They have found that 
tractors, motor graders, power 
shovels, front-end loaders, bull- 


dozers, power scrapers and special 
motor trucks are essential, if costs 
are to be kept within bounds 

W. A. HARDENBERGH, president & edi- 
tor, Public Works Magazine, New 
York. 


Municipal Needs . . The National 
Production Authority says that mu- 
nicipalities can get at least half the 
lighting and power equipment they 
want, and all the fire-alarm equip- 
ment. This same general situation 
holds for other municipal markets . . 
pipe and water and sewage treat- 
ment, maintenance of streets and 
airports, collection and disposal of 
refuse, traffic control and fire fight- 
ing. All will agree, including NPA, 
that these are essential services. 

Anyone thinking in terms of his 
own town will realize that cities buy 
equipment and materials for main- 
tenance, repairs and minor expan- 
sion when they must. Thus, annual 
purchases tend to be uniform. In 
1951 the Municipal Index received 
requests for information on 5,072 
items of equipment; in 1947 the total 
was 5,095. For instance, if municipal 
trucks were made do for 10 years 
each, mere replacements would 
amount to nearly 20,000 trucks a 
year. 

In addition to the million parking 
meters operating on city streets, 
more and more parking lots are be- 
ing financed and equipped with 
parking meters. 

The municipal viewpoint toward 
kitchen food waste disposers has 
changed drastically in the last 
couple of years. In the absence of 
sufficient facts, it was feared these 
devices would clog the sewers. It 
is known now that they won’t and 


PICTURE OF 
AN AD 
BEING 

WRITTEN 


Here is an oil-field Christmas tree 
fabricated from valves built by one 
of our clients. The man in the 
picture is Ed O'Neill of the 
Marsteller, Gebhardt and Reed staff, 
who works on the account. 


This picture illustrates a principle 
on which this agency works: that 
good advertising is the result of 
on-the-spot knowledge of the client's 
products, market and customers needs 

. that the best advertising is 
“written in the field.” 


Before Ed O'Neill started this 
client’s 1952 program, he spent several 
weeks in the field—getting 
installation pictures, listening to users, 
talking with salesmen. The result is 
advertising that tells customers 
what they want to know; advertising 
that the sales force supports. It talks 
the user's language. It sells 

Marsteller, Gebhardt and Reed is a 
marketing-minded advertising agency. 
Its staff is not desk-bound. Its copy 
is built on first-hand experience 
The results show it. 


arele lor 
ebhavdt 


and ‘Kees Inc. 


ADVERTISING 


600 SOUTH MICHIGAN AVENUE + CHICAGO 5 
600 GRANT STREET + PITTSBURGH 19 
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that they provide the means for the 
actual elimination of garbage. 
The increasing volume and com- 
Wr. D. Cal, the PF plexity of municipal operations and 
their records have continued to 


decal merchandiser, says: whet inquiry into mechanized office 


‘ecords. Ab 150 cities a year 
S P 0 T LI G H T Y 0 U R nar = rsvicagiioeiy ok Pinas 
from portable photographic copiers 


BRAN D NAM E to electronic calculators . . ALDEN w. 


WELCH, research editor, American 


WITH PF City, New York. 
Fire Fighting . . Protecting Amer- 
N A M E P LATE spore oa pti pig ine ‘ 


come big business. 
DECALS Last year, fire losses in the U. S. 
reached the all time high of $731,- 
405,000. But bad as this property 
loss was, even more tragic was the 
death by fire of 11,000 persons . . 
and the serious injury of many 
| times that number. 

Today, more than 14,000 municipal 
fire departments, with their one 
million paid and volunteer firemen, 
man some 75,000 pieces of fire ap- 
paratus. To maintain and equip this 
fire-fighting army costs the nation 
annually close to $1.5 billion. 

To arm the nation’s fire service to 
meet the expanding and more com- 
plex fire front, new and revolution- 
ary fire control innovations are be- 
ing adopted, and still others are in 
the development stage. 

One of the greatest of modern im- 
provements is short-wave, two-way 
radio (including walkie-talkie) 

OINT-OF-PURCHASE is your last Vividly-colored nameplate decals like which has multiplied the effective- 

chance to clinch the sale. And the those illustrated as well as decal val- ness of the modern fire fighter 
space in your dealers’ stores is free! ances, window decals, dealer-service many-fold. Fire departments are 
So cash in on the pulling power of decals, product decoration decals — al! 
your advertising program with dy- _ stick to their jobs of turning impulses 
namic, attention-getting PF decals! into sales! 


rapidly being equipped with these 
better communication facilities. 
Notwithstanding these develop- 
ort services Ktations ond estimates without obligation ments, the fire service faces a vast 
reconstruction and_ rehabilitation 
program. Many millions must be 
spent for new fire stations, head- 
quarters buildings, fire communica- 
Please send me your a tion plants and maintenance shops. 
FREE BOOKLET “DECAL-WAYS TO SALES!“ were More millions must be earmarked 
with samples of PF decals. © | for firemanship training for fire 
schools and colleges, drill yards and 
? buildings. It is estimated that ap- 
Firm ere proximately 25% of the existing fire 
Address were | apparatus is 15 years old, or older 
City Zone State _— "| and due for replacement. Much of 
it is dangerously obsolete, as are 
also lesser tools of the fireman’s 


| PALM, FECHTELER & CO. “ink sss soc. oon 


editorial director, Fire Engineering, 
720 WEST 42 iat ents NEW YORK 18, ee 4 Naw Work. 





PF DECALS ... your last link between advertising and the sale! 
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“WHICH GETS 
HIGHER READERSHIP... 
LONG OR 
SHORT Copy ?° 


Case Study Shows: 
READERSHIP DEPENDS NOT 
UPON LENGTH OF TEXT, BUT 
UPON THE INFORMATION 
AN AD CONTAINS. 


PROJECT: To measure relative readership of advertisements by 
length of text, information provided, and product or service adver- 
tised. 

PROCEDURE: Personal interviews among 1110 readers of five 
issues of a leading business magazine. Readers were asked: ‘‘Do 
you recall seeing this ad?” ‘‘ Did you read half or more of the copy?” 
Answers were tabulated according to length of copy, type of copy, 
type of product. For control purposes only full page, black and 
white advertisements were considered in making this analysis. 


RESULTS: (1) As shown on accompanying chart, ads with long 
copy (200 to 500 words) scored 23% more readership, even in 
cross tabulation within each product group. (2) Readership levels 
vary depending upon type of product or service advertised. (3) Copy 
discussing performance or use of product and containing specific 
information is read better than “‘institutional’’ type of copy or 
“inquiry-pulling” copy. 
A complete report of the study discussed in this advertisement 
is given in our Research Department’s Laboratory of Adver- 
tising Performance Data Sheets #3230 to 3237 inclusive. If you 
want facts regarding this or other subjects related to business 
paper advertising, ask your McGraw-Hill man. 


McGRAW-HILL PUBLISHING COMPANY, INC. 


@ 330 WEST 42nd STREET, NEW YORK 36, N. Y. a 





READ HALF OR MORE OF COPY 
Average Readership of Ads with Short Text = 100 
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426ADS 430 ADS 213 ADS 


120 WORDS OR LESS 121 TO 200 WORDS 201 TO 500 WORDS 
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PUT YOUR 
NAME HERE 


Because the BIG orders so often 
depend on the man your salesman 
doesn’t reach, the man who really 
makes the buying decisions, you must 
keep your name and selling story con- 
stantly in front of these important be- 
hind-the-scenes men. Do it with a gift 
they will really appreciate —o Master 
STREAMLINE rvyle. 


Made of the finest spring steel and 
available in 6 ft., 8 ft., and 10 ft. 
lengths, the STREAMLINE is truly a pre- 
cision instrument. Its special design 
plus patented ‘lever lock’’ insures per- 
fect accuracy whether used for inside 
measure, outside caliper, or as height 
guage. Nationally recognized for 
quality, yet inexpensive enough to 
permit blanket coverage. 


So to help put your mame on 
those BIG orders — 


PUT YOUR 
NAME HERE 


Delivered with your nam@and sales 
message beautifylly and permanently 
etched ‘on a colorful nameplate — 
ready to remind the right people at 
the right time. WRITE DEPT.iM4 FOR DETAILS. 


ae ASTER, 
1 Moos aiep STB TAPE RUE 
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AMERICA ROLLING 


Not so long ago, teams of horses kept our nation 
on the move, Today, gasoline and diesel engines 
speed our cars, trains, ships and planes. 


In industrial giants like this modern debutani- 
zation and stabilization plant at Esso Standard 
Oil Company’s Linden, N. J. refinery, gasoline 
is refined and further perfected so that we may 
ride faster, farther, better. A glance at the forest 
of pipes, pumps and towers, the cat cracker and 
huge stills in the distance, suggests the com- 
plexity of modern chemical processing . . . a 
complexity solved only by the teamwork of pro- 
fessional chemists and chemical engineers in 


research, development, design and production. 
And only these experts have the technical know- 
how to select and specify the equipment and 
materials the plant requires. 


Find out where these buyers and specifiers 
get their know-how and you learn the way 
to reach and influence them. It’s a fact that 
all the team members . . . officials, works execu- 
tives, supervisors, engineers, research directors, 
chemists and consultants... find more of the 
workmaterial they must have in INDUSTRIAL 
AND ENGINEERING CHEMISTRY. That’s 


why... 








1&EC’S Professional Audience is the Greatest Concentration of 
Buying Power in the Chemical and Process Industries. 


AND 


INDUS 





(uty 


CHICAGO © CLEVELAND @ 


The Workmagazine of the Chemical and Process Industries 


An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N. Y. 
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THE BG TWO PUBLICATIONS TO 


Measure Your Media by the 
People Who Buy them... 
Over 20,000 Net Paid 


The monthly World Oil has reached a new all- 
time high of over 15,000 men directly and exclu- 
sively engaged in the oil producing business 
men who pay to read this magazine. More than 
7,000 of these producing subscribers read only 
World Oil. They buy it because it fits their reading 
habits gives complete editorial coverage of the ; 
billion dollar oil producing industry . . . offers = 
reading content preferred by these men of action, : 


. . . . 4 
who influence the buying of 937 of the oil equip- eee for the ry | 


ment sold to 98° of the entire producing industry e 
These World Oil subscribers are live prospects for producing market 


your products!* . : 
more oil producing men pay to read World 


CIRCULATION FIGURES 
ARE PEOPLE. ..WHO BUY! 


Over 9,400 Net Paid 


Petroleum Refiner has the largest paid circula- 
tion of any oil publication devoted exclusively to 
the refining, natural gasoline and petrochemical 
industry . 7,233 paid ABC in this occupational 


. 
classification. And 47.7% of these read only the e .. for the YT | 
monthly Petroleum Refiner. The key men in fhe Ea. 

‘ar ae refining market 


billion dollar a year refining industry have confi- 
more oil refining men pay to read Petroleum 


Oil than any other oil paper. 


dence in the editorial content and industry coverage 
of Petroleum Refiner. These readers include men 
of known buying authority in companies which 
combine 98° of world refining industry operations 
outside Russian controlled areas. These Petroleum 
Refiner paid subscribers are live prospects for your 
products.* 


GULF PUBLISHING COMPANY... 


Refiner than any other oil paper. 








FIL BUYERS IN THE TWO BIG 


SPECIALIZED BILLION DOLLAR OIL MARKETS 


Ask to be shown" WHO" these buyers are 


In the oil producing industry, buying power Identification of buying power in the oil refin- 
may be verified from the list of men who ing industry can be obtained from the list of men 
receive the Composite Catalog of Oil Field who receive Gulf Publishing Company's annual 
Equipment. Based on names supplied by com- Refinery Catalog. 
panies actively engaged in oil producing, this 
list shows names and titles of men with known 
buying and specifying authority. 


Here are names of key buying personnel in 
the Refining, Natural Gasoline and Petro- 
chemical Industry. All important purchasers 

The “who” of the exploration, drilling, pro- and specifiers are listed by name and occupa 
ducing and pipe line industry is represented tional title. Through personal contact by staff 
by this list. Here _— companies whose activi- representatiy es and the cooperation of refining 
ties account for 98% of U. S. and 99% of , 
foreign oil field equipment purchases. 


And World Oil is read regularly by 93°¢ of 
these men who buy and specify 98% of all : : 
oil field equipment! That's why your adver- document coverage of 98% of the oil refining 
tising dollar spent here is a powerful sales market with from one to 85 subscribers in 
tool. every major plant! 


and engineering-contracting firms, the industry's 


most complete buying power list is compiled 


And on this list, Pe/roleam Refiner is able to 


*Just name your prospects and check them against the specialized list 
in which you are interested. Ask your nearest Gulf Publishing Company 
Representative to show you the “Identification of Buying Power” list for 
the oil industry division to which you sell. 


your personal copies of latest 1952 Market 
Data Books on the oil producing and refining 
industries. These authentic market and sales 
booklets, compiled by nationwide editorial 
staffs, offer valuable data on where, how and 
who to sell in the widely scattered, multi- 
billion dollar oil producing and refining indus- 
tries. Write on your letterhead for World Oil 
Market Data—1952 or Petroleum Refiner 
Market Data—1952. 


THE WORLD'S LARGEST OIL INDUSTRY PUBLISHERS 
"PUBLICATIONS: WORLD OIL. PETROLEUM REFINER - COMPOSITE CATALOG-REFINERY CATALOG 


OFFICES AT page (6), 3301 ation Drive, LI-3141 @ NEW YORK (17), 

250 Park Avenue, El Dorad 5-4013 @ CHICAGO (4), 332 S. Michigan aa, Wabash 

2-9330 @ CLEVELAND (10), ie —7<~ Avenue, Main 1-2550 @ TUL A (3), Hunt 
Building, 3-1844 @ LOS ANGELES, . Wilson Building, Huntington Park, ee 1219. 





Circulation Gain for 
Materials & Methods 





Materials 

















Average, 12 ae CIRCULATION 
Metalworking GAINS: 
Publications Five years through 1951 
SOURCE: 
ABC & CCA Statements 


THREE for ONE! That's how fast Materials & 
Methods added PAID SUBSCRIBERS over the 
past five years compared with average gains in 
ABC or CCA circulation of the 12 other best-known 
publications in the metalworking field. 


WHY? Because M&M is the ONE magazine materials 
specifiers can turn to for complete, up-to-date 


information on the materials problems of product 4 
design and manufacture. qd erid S 


Advertisers recognize the buying influence of M&M's 
growing audience, now more than 20,000 strong. & M 

THAT’S WHY in 1951 they increased advertising in e 0 S 
Materials & Methods by 39.5%. If you sell materials, 
parts, finishes or materials processing equipment, 
it pays to concentrate in M&M. 


The Only Magazine 


of Materials Engineering 





A REINHOLD PUBLICATION 


AbD ABC 330 W. 42nd St., New York 36, N. Y. 
Cleveland * Chicago * Dallas ¢ Los Angeles 


San Francisco * Fresno * Seattle . 
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Exclusive tabulation . . 


April - 1952 


Industrial Marketing 


454 advertising agencies place 


415,897 pages in business papers in 1951 


® BATTEN, Barton, Durstine & Osborn gained impres- 
sively to displace J. Walter Thompson as the nation’s 
No. 1 agency in number of pages of advertising placed 
in business publications last year. 

BBDO rose 2,958 pages over the previous year’s total 
to 18,920 pages as JWT dropped to third place with 
16,344. Fuller & Smith & Ross climbed to second place 
with 16,648 pages. INDUSTRIAL MARKETING’S exclusive 
annual tabulation showed that 454 agencies placed 
415,897 pages in 1951. A 9.3% gain was shown by agen- 
cies reporting figures for 1950 and 1951. 


Advertising Publications, Inc 


25 I li. 





Batten, Barton, Durstine & Osborn 18,920 
Fuller & Smith & Ross 16,648 
J. Walter Thompson Co. 16,344 
G. M. Basford Co. 10,974 
Buchen Co. 8,033 
Albert Frank-Guenther Law 7,840 
Klau-Van Pieterson-Dunlap Assoc. 7.333 
McCann-Erickson 6.779 
James Thomas Chirurg Co. 6.218 
MacManus, John & Adams 5.769 
Cockfield, Brown & Co., Ltd. 5,572 
Griswold-Eshleman Co. 5,557 
Foote, Cone & Belding 5,540 
Charlies W. Hoyt Co. 5,117 
MacLaren Advertising Co., Ltd. 5,087 
Russell T. Gray, Inc. 4,994 
Sutherland-Abbott 4,825 
Ketchum, MacLeod & Grove 4,186 
Walker & Downing 4,138 
Compton Advertising 4,114 
Horton-Noyes Co. 3,905 
Campbell-Ewald Co. 3,740 
Gray & Rogers 3,707 
McCarty Co. 3.629 
Meldrum & Fewsmith 3,494 


oon OU fe OND 


1gencies 172,463 





Aitkin-Kynett 
Aldridge, A. E 
Andes, Wm. [| I 
Andrews Agency 
Armstrong Advertising 
Arndt, John Falkner 
Ashby, Inc 

Atherton & Currier 
Aves, Wesley 


Badke, W. H., Advertisin 
Baer, S : 
Baker, Johnson & 
Barnes Chase C 
Barnett & Barnett 


Bing, Ralph 

Blaine Co. 

Bobley Co 

Bonsib Advertising Agency 
Bonsib, Bill, Advertising Agency 
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Plain talk on relations of . . 


advertisers 


agencies 


media 


® Some of the plainest speaking that has ever been done on a vitally important subject 
appears in the three articles that begin on the following pages. 


For years. industrial advertisers have griped about the shortcomings of agencies; agencies 
have made equally funny noises about industrial clients: both have sounded off about 
the shortcomings of business paper space salesmen, and vice versa. 


Believing that it is to the ultimate good of all three groups that the criticisms be brought 
out into the open and freely discussed. Industrial Marketing invited a well known indus- 
trial advertiser, a top agency executive handling industrial accounts, and a veteran 
business paper space salesman to take a hard, critical look at the other fellow. To 
insure complete frankn itg d anonymity. 





As a result, the three articles presented here are impolite to the point of being insulting. 
But they pull no punches, 


IM takes no sides and endorses no viewpoint. It merely extends the use of its pages to 
three responsible persons who have something to say . . and lets them say it. It should 
be understood that no one of the three anonymous authors knows who the other two 
authors are, and no one of them has seen the other's contribution. 


Readers who want to join in the fray are cordially invited to do so. IM will be glad to 
extend anonymity to anyone else who wants to speak up frankly. 


A Space Salesman 








About this article . . 


A. H. Fensholt, of the Fensholt Co., 
Chicago, said: 


rf 


It is highly unfortunate that in 
the opening paragraphs the author 
of this article so categorically denies 
the value of industrial advertising 
agencies, because his stated convic 
tion would indicate that there is nc 
room for debate. Nevertheless, it is 
much better for people to speak 
with candor, as he has done, than 
to indulge in double talk which may 
conceal their innermost thoughts. 
‘He apparently has had unfor 
tunate experiences with industrial 
agencies and may be entitled to 
his plaint. But we think that many 
Industrial Marketing readers will be 
able to point to more profitable re 
lationships with their advertising 


agencies. 


Gene Wedereit, advertising man- 
ager, Tube Turns, Louisville, Ky., 
said: 


“This is good reading. The au 
thor calls the shots on many indus 
trial agency ‘‘weaknesses” all toc 
easy to recognize. But to accept it 
as being basically and universally 
factual would be to admit incom 
patability, lack of confidence, failure 
in judgment, absence of experience 
inability of direction, and a com 
plete misunderstanding of the limits 
of function of an industrial advertis- 
ing agency. 

Some wives are marvelous cooks 
but they like to make small talk 
while preparing supper, and you 
prefer to read the paper. So you 
learn to smoke your pipe, drink a 
martini, read the paper, say “yes” 
occasionally and sit down to a per- 
fect meal with an undisturbed ap- 
petite.” 


An ad manager says... 


What's wrong with industrial 


advertising agencies? Plenty! 


® wE GRASP wholeheartedly this 
welcome opportunity to crystallize 
our thinking and air our gripes 
about the industrial advertising 
agency. 

Let us drop the blockbuster right 
here: 

If the publishers did not pay our 
agency boys, we would not fool with 
them at all! 

Our headline suggests that we 
think there are a great many things 
wrong with the industrial advertis- 
ing agency. That’s right. But let 
us also make this clear: we know 
that the business is legitimate and 
that there are many good men and 
many friends of ours making an 
honest living at it. 

Before we tell you why we would 
not pay much of our own money for 
industrial advertising agency serv- 
ices under current conditions, we 
can probably forestall some ques- 
tions and answers by volunteering 
the following data. 

Our experiences, opinions and 
prejudices are the result of more 
than 20 years in the industrial ad- 
vertising field. At present we have 
charge of advertising and sales pro- 
motion for a well-known industrial 
corporation in a leading city. We 
employ more than 1,000 people and 
we have numerous manufacturing 
and sales divisions. Six of them 
serve six distinct industries with 
numerous technical products which 
are peculiar to these industries. 

We have worked for many years 
with a medium-sized industrial ad- 
vertising agency. We have also 
worked with two larger, well-known 
agencies . . one a leader in the in- 
dustrial field, the other a general 
agency with an industrial division. 


We have been moderately active in 
association work for many years 
and this has given us an oppor- 
tunity to exchange opinions with 
many people in industry throughout 
the country. We tell you this in 
the hope that our opinions will not 
be taken as too narrow and petty 
. . they honestly seem to be shared 
by many of our friends in business. 
Let us start our case against the 
industrial advertising agency by 
telling how we have to operate to 
do a sales promotion and advertis- 
ing job for our particular corpora- 
tion. Like most manufacturers our 
company makes money on the mass 
production of numerous products. 
The equipment and skills we have 
at our plants have a surprisingly 
happy knack of being suitable in a 
horizontal manner to make many 
different products for a half dozen 
different fields of industry. 
Fortunately, we have more or less 
grown up with the company, which 
has given us the advantage of grad- 
ually assimilating knowledge about 
all our technical products and their 
various special markets. However, 
we are continually adding to our 
lines and bringing out new products. 


Simple vs. Technical . . As ad- 
vertising manager we virtually have 
to chase our engineers even to get 
a look at their new “baby.” We 
have to buttonhole them to tell us 
what it is, what it is designed to do, 
and how it does it. Even an ex- 
perienced industrial advertising 
manager has his own limitations. If 
he is literate (not necessarily lit- 
erary) and has visual ability and 
imagination, the chances are he 
is mechanically-minded in inverse 
continued on page 128 
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About this article. . 


Harvey A. Scribner, president, Rus 
sell T. Gray. Inc., Chicago, said: 


NIAA President John F. Apsey. Jr.. 
advertising manager. Black & Deck 
er Mig. Co., Towson, Md., said: 


Frank J. Enright, publishers repre 


sentative, Cleveland. 


44 / Industrial Marketing 


said: 


An account executive says. . 


Too many Indians, not enough 


chiefs among ad managers 


® I HAVE BEEN working on industrial 
accounts as an account executive 
for nearly 20 years, so I don’t find 
it hard to name and define the basic 
weaknesses of industrial advertisers. 

Two weaknesses are prevalent. 
They don't necessarily go hand in 
hand in the same company. But 
I think you will concede that at 
least one of them is a sore spot for 


many industrial advertisers 


Weakness No. 1 .. is the hesitancy 
or outright refusal of many com- 
panies to place the position of ad- 
vertising manager on its merited 
level of importance. Many adver- 
tising managers are not given ample 
responsibility and the authority that 
logically goes with the job 

Final decisions that should rest 
with the ad manager, go the rounds 
of two to five people, none of whom 
is as well qualified to render a ver- 
dict as the man who heads up the 
advertising department. Obviously, 
I'm not referring to decisions in- 
volving broad company policies. 
(Although an intelligent ad man- 
ager can contribute much along 
those lines, too, if he’s given a place 
on the policy-making team.) 

I'm referring to decisions that lie 
strictly within the advertising cate- 
gory. For example, in the develop- 
ment of publication advertising, it 
makes sense for the ad manager to 
rely upon the sales department and 
often the engineering and other de- 
partments, to determine, or help de- 
termine, what should be advertised 
and what potent facts should be 
presented. But when it comes to 
the job 


of putting the facts into effective 


the “how” of the matter 


copy and layout form . the ad 


manager's word should be final. 


Presumably, he was hired be- 
cause of his knowledge of advertis- 
ing and an ability to work with his 
agency in producing good adver- 
tising. If he is competent, why not 
let him carry the ball without a lot 
of “laterals” which seldom gain 
ground and quite often lead to 
“fumbles”? If he isn’t competent 

a new ad manager is needed. 
I've cited one example but I’m sure 
any agency contact man can am- 
plify my point to prove that many 
executives spend valuable time and 
have the “controlling vote” on mat- 
ters which logically should be with- 
in the ad manager’s realm of juris- 
diction. 

On the positive side, I believe 
there is a definite, if gradual, trend 
toward putting the ad manager in 
his rightful place within the indus- 
trial organization structure. The in- 
come level has been raised, thus 
making the position attractive to 
men of more ability and experience. 
In fairly recent years, more ad 
managers have been admitted to the 
“inner circle” are more closely 
integrated with sales, personnel and 
management activities. The basic 
criticism, then, is that this trend 
has been too long in coming . . and 
still has a long way to go. 

As an agency account executive, 
why am I tremendously conscious 
of this weakness? Because I work 
very closely with advertising man- 
agers. To a great extent, the kind 
of job our agency can do for a 
client is dependent upon the degree 
of responsibility and authority 
vested in his advertising manager. 


Weakness No. 2.. is an unreal- 
istic approach to the advertising and 
sales promotion budget. I could be 


continued n page 





About this article . . 


Arthur R. Tofte, advertising man- 
ager, Allis-Chalmers Mig. Co., Mil- 
waukee, said: 


industrial 


business paper space 


ne aspect of what is 


r wh 
agency deserves all 
ottom-of-the-barre 
ice he gets. At any 
n Mad 

when this issue ap 
hat general agency 


rebuttal 


George Turner, western manager, 
Industrial Press, Chicago. said: 


material presented here 

ld provide good ammunition for 
the ad manager put in front of 
management when it eyes general 
media at the expense of (rather 
than tion to) business pa 
pers. This is the kind of plain talk 
that shoul 
start with, but that ultimately should 


raise some eyebrows to 


make for better understanding be 
tween agencies and business pa- 
pers. It's the sort of thing that is 
] talk ak blicly for 

ng toes and creating 
handling the criti 
anonymously through a neu 
a clash of 


ll be very eager 


A space salesman says .. 


General agencies fumble 


business paper space buying 


® ONE OF THE WOES in my life as a 
business publication salesman is the 
big, general advertising agency with 
a preponderance of consumer ac- 
counts. 

When such agencies buy business 
publication space, their handling of 
this vital function is likely to be 
‘way below par. 

I am centering my criticism on 
these general agencies, since my 
experience with industrial agencies 
has been much more satisfactory 
(even when I didn’t get the order). 

Generalizations are always unfair, 
and so I should like to add that 
there are a few notable exceptions 
to the rule. Like one very large 
agency I have in mind, which has 
business paper space buyers of ex- 
ceptional knowledge and skill, there 
are some others whose facilities for 
the selection of media in the indus- 
trial and trade field are excellent. 
I wish there were more. 

But the general agency is where 
I think a lot of improvement could 
be brought about if the agency 
principals ever got the idea that 
business paper advertising is really 
as important as they are constantly 
telling us and their clients that it is. 

The industrial agencies, which 
specialize in the placement of ad- 
vertising in business publications, 
usually know their business. They 
are familiar with the fields served 
by the publications which they con- 
sider using, and they also make a 
point of knowing something about 
the editorial standing of the various 
magazines in these fields, and their 
record of performance for many of 
their accounts. 

Consequently, when an industrial 
publication salesman talks to an 
industrial advertising agency, he 


knows that he is dealing with ex- 
perts. He gets a good and intelli- 
gent hearing, and if he does not 
always get the business, he at least 
knows that he has had a run for 
his money. 

Also, the industrial agencies do 
not try to create the impression 
that they are both all-powerful and 
all-wise in their dealings with busi- 
ness paper representatives. It is 
usually possible to see account ex- 
ecutives as well as space buyers, 
and the latter are ordinarily quite 
cooperative in passing the salesman 
along to the account men if they 
think he has something of interest 
to offer. And the industrial agency 
sets up no road blocks when it 
comes to seeing the right people in 
the client’s organization, but is 
happy to get media and market in- 
formation, supplied by the represen- 
tative, into places where it will dco 
the most good for all concerned. 

This is in such glaring contrast 
with the situation encountered in 
dealing with general agencies that 
it could almost be said that the lat- 
ter are in a very special and un- 
desirable class. Ordinarily the ex- 
perience is that the representative 
finds that one of his big accounts, 
which has been a consistent user of 
business paper space as a means of 
reaching his primary markets, has 
decided to do some general or in- 
stitutional advertising, and has 
selected a big general agency to 
handle the business. 


Industrial Stepchild . . Usually 
this means that the general adver- 
tising, as far as the appropriation 
is concerned, becomes the most im- 
portant part of the account to the 
agency. The business paper adver- 


continued on 
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How to live happily 


with your agency .. and vice versa 


by Howard G. Sawyer 


® iF you are the client, treat us as 
pros 

Like any relationship among per- 
sons and the client-agency re- 
lationship is, or should be, a par- 
ticularly personal one your re- 
lationship with your agency can be 
a happy one only if both parties 
take the trouble to understand one 
another 

Your 
that trouble, and for the agency it’s 


agency is certain to take 


easy, because understanding people 
is the basis of its business. Besides, 
it has a lot of clients and its sur- 
vival depends upon understanding 
them. On the other hand, your 
business is, usually, things, and be- 
sides, you have only one agency 
and don’t have to depend upon it 
for your bread and butter. So you, 
the client, have to be the one to 
make the special effort at under- 
standing 

And not just 
your agency; but understanding of 


understanding of 


agency in the abstract 

You've got to understand that ad- 
vertising people, especially those 
who go into agency work, are a 
unique species. If we are any good, 
we are (and we like to think of 
ourselves as) professionals As 
professionals, we have peculiarities, 
and as professionals we believe we 
have a right to these peculiarities 

One of these is our ingrained 
pride in our work. Believe me, we 
want to do good work more than 
you want us to. Our standards are 
higher. Our willingness to knock 
ourselves out to meet those stand- 
ards is greater than your demands 
upon us. What hurts is to have to 
compromise with ourselves in order 
to please you. 

Perhaps you, the client, are not 
a professional; perhaps you got to 
be where you are . . president, vice- 
president, treasurer, sales manager 
. . because of executive or financial 
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or sales ability, and so perhaps you 
have no real feeling for craft. Just 
the same, you're always willing to 
respect craftsmanship in a_tool- 
maker, architect, or design engi- 
neer. We feel about our craft the 
way they do about theirs. And we’d 
appreciate, from you, for our craft, 
some of that same respect. 


Adman or Lawyer? .. At a meet- 
ing recently of agency people, one 
thoughtful representative of the 
group made this observation: 

“It is a sad commentary on the 
agency-client relationship that an 
advertiser who will accept without 
question the advice of his lawyer, 
his doctor and even his gas station 
attendant will not accord the same 
confidence to his advertising agent. 

“An advertiser who wouldn't 
think of questioning his doctor, his 
lawyer or his accountant will even 
question the grammar of a _ piece 
of copy submitted to him. Unfor- 
tunately, the average agency takes 
it lying down because it knows if 
it makes an issue of it, there are 
357 other agencies waiting to grab 
the account. 

“IT know that (we have) consis- 
tently championed the 15% agency 
commission and its method of pay- 
ment. Yet I have frequently won- 
dered if clients would not accept 
our judgment with less question 
if they paid directly for it and were 
charged a good, painful sum.” 


Insinuation vs. Insult . . Whether 
the client’s method of letting the 
agency know who's boss is to tear 
agency ideas apart with a blue pen- 
cil, or to insinuate devastating sug- 
gestions with appropriate apologies, 
makes little difference to the cre- 
ator of the ideas. Probably, on sec- 
ond thought, we’d prefer to be told, 
“This stinks,” which might get us 
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mad enough to fight back on even 
terms with some faint chance of 
winning. 

We have no chance at all against 
the gambit which starts, “Now I 
don’t pretend to know anything 
about advertising, but . .”; that pre- 
amble, with its shattering “but,” is 
almost certain to reveal the man 
who is so sure he’s an authority 
that he can afford to pretend he 
isn’t, and his pretension is unfor- 
tunately fact. Because what follows 
his preamble is invariably a com- 
bination of myth, notion and preju- 
dice that most of us got out of our 
systems back in our freshman year 
in this Such a client, 
though, has a whim of iron and he 


business. 


wins. 

And believe me, it’s rough when 
which worked 
hard on for days on end, given the 
benefit of our specialized thinking, 
against 
pretty high professional standards, 
get the quick brush-off in favor of 
some ideas which the client is, ap- 
parently spontaneously, pulling out 
of the air. 

The trouble is, of course, that . . 
unlike the cases of the tool-maker, 
architect and design engineer . . the 
advertising man’s chore doesn’t look 
as though it requires any special 
skill. So many a client cherishes 
the suspicion that he’s an advertis- 
ing man at heart and that he could 
do a much better job than the guys 
in his agency if it only weren't for 
the fact that he’s more valuable 
doing what he’s doing. 

Maybe so, and I really mean may- 
be so. I’ve got clients who think 
they know something about adver- 
tising, and I’ve learned they really 
do. But speaking from the client’s 
viewpoint, it never pays to give the 
impression that you know more 
than the agency knows even if you 
believe you do know more. At 


some ideas we've 


measured severely some 





least give the agency an even break 
and if you're insistent upon having 
your own way, take the trouble to 
sell the agency to your way of 
thinking. 

So, don’t reject your agency's 
recommendations without giving a 
reason or without volunteering 
something else that you can be sure 
will meet the agency’s standards as 
well as your own. 


Get Your Way .. and Lose. . 
If you make the mistake of being, 
too often, dogmatic and rude about 
it, you'll force your agency into de- 
ciding to “give the jerk what he 
wants and to hell with him.” 

In addition to being “profession- 
ally” proud of our work and willing 
to go to great lengths to do work 
which satisfies our own high stand- 
ards, we agency people (this follows, 
of course) are inclined to be over- 
imaginative, sensitive and tempera- 
mental even, probably, to the 
point of being prima donnas. 

So what? To get the best and 
the most out of us, you’re smart 
to let us be prima donnas. Smarter 
to let us be, than to be one yourself. 

It doesn’t do any kind of pro- 
fessional any good to be made to 
jump through hoops, and certainly 
not just for the purpose of remind- 
ing them that they’ve got to keep 
delivering or else. 

You can scream at your sales 
force or production people or sup- 
pliers with, possibly, a certain 
amount of justice and reasonable 
expectation of salutary effect 
but agency people don’t respond 
favorably to kicking around. 

Discourage your agency with un- 
reasonable demands, criticism be- 
yond justice, constant threats of 
getting fired, etc. . . and you'll end 
up by defeating the very purpose 
for which you've hired outside help 

. objective enthusiasm. 

I’ve worked for clients in the past 
of whom I've been actually fright- 
ened. And what has happened? 
My advertising sense has become 
frightened, too; I’ve devoted myself 
to trying to guess the client. Today, 
it’s a matter of great satisfaction 
that I know I can take any idea to 
any client of mine and know that 
Tll get a fair showing; sometimes 
I'll lose, but I'll know why, and Ill 
have been told why in such a man- 


ner that is no affront to my pro- 
fessional dignity. 


Confide in Us .. Your relationship 
with your agency will be a more 
fruitful experience if you will take 
the trouble to bring the agency 
into your family. 

A good agency will welcome the 
opportunity and will respond with 
more understanding service. 

Of course, if you only want a 
copy-and-art service to carry out 
your own thinking, hire a copy- 
and-art service and spare some 
agency the ignominy of being agen- 
cy in name only. There are plenty 
of agencies which will be pleased 
to place your space for the commis- 
sions, but any agency worth its salt 
realizes that in so doing it is not 
performing the functions for which 
the agency commission is paid. 

You're short-sighted, anyway, not 
to give yourself the benefit of 
agency thinking. Your agency not 
only offers the services of people 
expert in their respective lines, but 
it also has a wealth of experiences 
with other businesses helping to 
solve problems more or less like 
yours. 

Now in order to get the most 
value of your agency’s thinking and 
experience, you've got (as I say) 
to take it into your confidence. This 
means: 

(1) giving it access to all sources 
of information, (2) confessing to it 
all problems relating in any way 
to sales, (3) having it meet the full 
list of your principals, plus people 
in the shop, salesmen, dealers, etc. 

The ad manager who won't let 
his agency get beyond his own of- 
fice, his own thinking, is manifestly 
afraid that his agency is out to 
show him up. But he need have 
no such fears: The agency never 
loses sight of the fact that the ad 
manager is in a better position to 
do any torpedoing. The smart 
agency plays ball with the ad man- 
ager, helps build him in order to 
build itself. 

The smart ad manager, by the 
same token, helps his agency in or- 
der to help himself. 

The chief executive who won't let 
his agency behind the scenes just 
has an old-fashioned concept of 
agency service. If he uses a top- 
flight agency (and why not?), then 


he has, at his elbow, top-flight men, 
men who know their business as 
well as he knows his and who know 
better than he does how to apply 
their talents to his problems 

If you can’t trust your agency 
with the information it needs to do 
a good job for you, you should 
either get a new agency whose prin- 
cipals you can trust or start mis- 
trusting, fast, your own ability to 
solve all your problems all by your- 
self. 


Give Us Some Time .. It's im- 
portant for you to realize that an 
advertising agency works in an en- 
vironment of extremely high ten- 
sion. This is partly due to the ex- 
citable natures of the individuals 
who inhabit that environment; also 
due to an unavoidable condition of 
the business. 

Like journalists, we’re in an end- 
less race with time. Even you can 
more easily afford to be late in your 
job than an agency man in his. 
When he’s late, he loses income 
and gets hell, too. And also hurts 
inside. 

This “hurting inside” can be taken 
two ways. Emotionally and phys- 
ically, too. 

It’s no joke about the ulcers. We 
have a nice collection in my own 
agency . . to be found, in some cases, 
where you'd least expect them. 

Advertising ulcers are due partly 
to frustration, partly to pressure. 
The frustration we .. and you. . 
can’t do much about, because the 
ideal advertising man will always 
be too idealistic for his own good 
and will encounter disappointments 
all along the line. But the pressure 

that, you (and you alone) can 
do something about. 

Give your agency time. 
Don’t make it work overtime and 
feverishly in order to make up for 
time you wasted earlier. 


some 


Not one out of ten of the emer- 
gencies agencies learn to consider 
routine (but can’t handle as rou- 
tine) is justifiable. From long ex- 
perience with rush jobs, I can hon- 
estly say that the client is respon- 
sible (and needlessly) for 
more than the agency is. Almost 
always, a rush job in an agency 
(that stirs up the ulcers, ruins home 
life and runs up overtime charges) 
is a case of the agency having to 


often 
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make up for somebody at the client's 
not having gotten on the ball soon 
enough 

What makes it worse is that a 
rush job for Client A delays reg- 
ularly scheduled work for Client 
B and C so that their jobs even- 
tually become emergencies, too 

It may seem unimportant to you, 
and irrelevant, that you are only 
one of a number of clients who may 
be demanding attention all at once 
But that’s an 
must be willing to put up with in 
exchange for the benefit in employ- 
ing a group of talents and experi- 
ences for the support of which you 


inconvenience you 


have to pay only a small part 
And the ironical part about this 
“emergency” business is that agency 
people like emergencies when 
they know they are genuine emer- 
We had a genuine emer- 
in our shop the other day, 


gencies 
gency 
and because everybody knew it was 
genuine, they all pitched in (on a 
holiday) and really had a lot of 
fun putting out the fire 

But when the agency knows you 
anticipated the problem for some 
time but were slow in getting ready 
for it and when it suspects (from 
much sad experience) that after 
you've gotten the job, you're going 
to sit on it for a while, then we’re 
sore 

Even advertising people, as curi- 
ous a crew as we seem to you, have 
homes, families and health to think 
about. Ours is a high-tension busi- 
ness, and it attracts high-tension 
people, and its mortality rate is 
cause for great concern 
contribute to the 
expecting more than 


Please don't 
problem by 
you'd be willing to give yourself 

The foregoing constitutes the most 
important articles of client conduct 
toward agencies, but I cannot let the 
opportunity pass without adding a 
few more suggestions for making 
your agency your happier, hence 
better, servant 


1. Remember that the great con- 
tribution of the agency is (or at 
least should be) objectivity. And 
realize that the worst obstacle your 
advertising agency faces is your 
own subjectivity 

Your agency (if it knows its job) 
comes to you representing the view- 
point of your market, not the view- 
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point of the advertiser. It is con- 
cerned more with what the market 
is willing to expose itself to, or can 
be made to accept, than with what 
you are eager to tell it. 

Because it knows that the best 

kind of advertising is that which 
represents the market’s own rela- 
tionship to the advertiser’s propo- 
sition in terms of its own problems 
and aspirations. 
2. Make up your mind. I've read 
somewhere that the work of an ex- 
ecutive is his willingness to make 
decisions on the spot. He realizes 
that since he knows his business, 
his quick judgments will almost al- 
ways be right (if they aren't, he’s 
not the man for the job); any loss 
sustained through making an occa- 
sional error in judgment is no- 
where near the loss suffered when 
decisions are delayed by hemming 
and hawing or . . as clients so often 
say “sleeping on it overnight” 
(which usually means “weeks”). 


3. Stick with your “copy policy.” 
What the policy is, should have 
been decided and recorded on pa- 
per, and it should not be violated 
except for a very good reason. 

It's more often the client who 
deviates from the copy policy. You 
require yourself to revise 
permit 


should 
the strategy before you 
yourself to urge a change in tactics 
that violate the strategy. 

4. Don’t put much stock in the 
opinions concerning your advertis- 
ing (and don't solicit them, either) 
that you get from your salesmen 
and your dealers. They are not ad- 
vertising authorities, to begin with, 
and . . more important than that . 
criticizing your advertising is one 
way they can get back at you for 
some of the criticisms you’ve had 


of them 


5S. Don't ever tell your agency to 
drop an idea or a theme or a gim- 
mick only because you've heard re- 
ports that your competitors’ sales- 
When 


you hear those rumors, you can be 


men are poking fun at it 
sure they're being hurt 
6. Don’t demand that your agency 


come up with a complete new plan 
every 12 months to coincide with 


the beginning of your new fiscal 
year. 

There’s no earthly reason why 
advertising strategy should be given 
a term of 365 days, no more, no 
jess. The conditions for which the 
strategy was devised don’t go out 
of existence all at the same time 
appropriations do. 


7. Don’t for one minute think that 
your prospects are bored with your 
campaign for at least a year after 
you've become bored with it. And 
even then don’t just assume they’re 
bored. Find out before you decide 
to scrap a good idea that may be 
just beginning to catch on 


8. Take care not to give your agen- 
cy any copy facts that you won't 
dare to publish after they’ve come 
back to you on paper. 

This is one of the most vexatious 
experiences an agency has to suffer: 
in conversation, a client, getting en- 
thusiastic, makes statements that 
the agency thinks would make 
strong copy; a week or so later, 
when the ad comes back for ap- 
proval, the client gets cold feet, 
withdraws the heart of the copy, 
and ruins the ad. 


9. Don’t attempt to be a media 
buyer unless you're willing to do 
a complete job of interviewing me- 
dia reps. If your agency has a 
media department (and it should 
have one), depend upon it for com- 
plete information and carefully- 
arrived-at recommendations. 

It's hard not to be subjective 
about buying space. It’s a tricky 
business, too it’s easy to get 
fooled. Let the agency do the work 

and take the rap. 


10. Don’t confess to your agency 
that your salesmen can’t get good 
application photos and case studies. 
What you mean is not that they 
can’t, but that they won't. But 
other advertisers’ salesmen do. 


11. Take the trouble, and have the 
agency help you, to sell the adver- 
tising to your internal organization, 
salesmen and distributors. You'll 
get fewer complaints (and make 
your agency’s life less miserable) 
when these other people understand 
the thinking behind the advertising. 


wars 
ntinued on page 14 
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in the MARINE MARKET 


MAR. 1, 1952 
2,462,905 DWT. TONS 


COMMERCIAL 
AUG. 1, 1950 
573,524 DWT. TONS SHIPBUILDING'S 


329% GROWTH 
in 19 months 
creates new sales opportunities 


More marine business opportunities — in more different places 
— than in any peacetime period, is your signal for stepped-up 
sales efforts. Use the selling power of well-directed adver- 
tising to obtain low-cost industry-wide sales contacts. Build 
your advertising campaign not just for ''numbers'', but to ob- 
tain, without over-saturation: (|) the outstanding coverage of 
marine buying power, (2) the editorial leadership and in- 
dustry recognition and (3) the overwhelming advertising 
leadership of Marine Engineering and Shipping Review. Write 
for latest report, The 1952 Shipbuilding Market to 30 Church 
Street, New York 7, N. Y. 


(it) MARINE ENGINEERING FAR 


and Shipping Review 
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Petroleum Processing introduces a new monthly section 


Petrochemical Processing 


to report authentically and completely the amazing 
progress of America’s fastest-growing industry 


« 
Ask for copy of the April issue, which carries complete, up-to-date list 
of petrochemical plants and their locations. Send your request to: 
Petroleum Processing, 1213 West Third St., Cleveland 13, Ohio, or 
our offices in New York, Chicago, Philadelphia, Houston or Los Angeles 


From test tubes of the petrochemical industry have come 
wonderful new materials, made from petroleum and natural gas, 
for an ever-increasing number of products in both peacetime 
and defense classifications. 

Plant investment for petrochemical development doubled in 
the ten years up to 1949. It has multiplied ten times since 
World War II. Personnel has spiraled, with thousands of 
technicians in various allied fields turning to specialization in 
this dramatic new area of chemistry. 

And now, in its new Petrochemical Processing section, Petroleum 
Processing offers the most complete editorial coverage ever devoted 
by any oil or chemical publication to this fast-growing industry. 

Oil company development of large-scale, continuous-processing 
operations led the oil industry into the field of petrochemicals. 

It was a natural evolution. Just as naturally, Petroleum Processing 
now expands its coverage of this new field. Through the years, 
it has reported all major applications of continuous-process 
technique to petrochemistry. Its new, specialized Petrochemical 
Processing section is another indication of alert, progressive 
editorial approach. 

Through timely and thorough reporting . . . through devotion 
of more editorial space than ever before . . . through expanding 
controlled circulation . . . Petroleum Processing keeps pace with 


the men who are making miracles through petrochemistry. 
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Management asks agencies 


to re-evaluate ads and markets 


What do you expect from your advertising agency under today’s conditions? What agency 


services do you feel should be increased or improved, and how? 


agency-client relations can be bettered? 


How do you believe 


Is there anything in the present national indus- 


trial situation that gives you and your agency a special problem? How are you solving it? 


These questions usually are in the specialized domain of the advertising manager. But 


top management, too, often has its own ideas about its specialized departments. 


So In- 


dustrial Marketing asked and got these significant answers from top executives. 





John S. Coleman 


® ADVERTISING RESPONSIBILITY in out 
company is delegated to advertising 
Today, when people 
from all 


management 
are bombarded sides, 
through every conceivable medium, 
with ideas in almost infinite variety, 
that responsibility calls for consum- 
mate skill and the highest degree of 
intelligent management. 
In this case, management strives 
for a clear definition of objectives 
both for the short term, during 
abnormal buying conditions, and for 
the more distant future when effi- 
cient distribution of products and 
service may well become the na- 
tion’s prime economic problem 
Next, management seeks to de- 
velop a plan, clear-cut and capable 


82 /indu trial Marketing 


of meeting those objectives, yet suf- 
ficiently flexible to be adjusted to 
changing conditions. In the face of 
constantly rising costs of operation, 
it is increasingly important that the 
plan be designed to get the greatest 
results from available resources 
There must be continuous evalua- 
tion of the advertising effort. It 
must be measured against the plan, 
and as inadequacies appear, it must 
be altered and improved. 

“Agency” has long since been an 


describe the 


function of the advertising firm. Se- 


inadequate term to 
lection and purchase of media for 
the client and preparation of ads are 
no longer the agency’s major con- 
tribution. Business today looks to 
its professional advertising counsel 
for much more than persuasive copy 
and effective layout. 

The advertising executive seeks 
from the agency expert, objective 
guidance in defining goals, develop- 
ing plans and appraising results. 

If we are to continue to enlarge 
our markets and nourish the atmos- 


A monthly discussion, 

in which industry’s top 
executives talk frankly about 
management policies 

dealing with current industrial 
marketing, selling 


and advertising problems 


phere of confidence and _ regard 
which alone can sustain our enter- 
prise in a free economy, we must 
look to the advertising agency for 
assistance in determining not only 
how we tell our story, but also, what 
that story should be . . today and to- 


morrow. 


Frederick S. 
Blackall, Jr. 
President & 
Treasurer 
Taft-Peirce Mig 
Woonsocket 


® a Goon advertising 
something like a good wife . . an 


alter ego who, with all her faults 


agency 1S 


and foibles, understands your 
strengths and weaknesses so well 
that she anticipates your needs al- 
most before you do so yourself. . 
and sees to it that they are fulfilled! 

To the business enterprise of 
moderate size (and that means to 
the great majority) the advertising 
counsel is most effectual when it is 
in a position to provide its client, 
both at the advisory and working 
levels, with virtually all of the serv- 
ices which otherwise would be per- 
formed by an advertising depart- 
ment in the client’s own organiza- 
tion. 

The Achilles heel of advertising 
agencies, for the modest-size busi- 
ness at least, is their often sub- 
conscious tendency to specialize in 
one form of advertising or another 
. . to play favorites with their pref- 
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Book and Cover 
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Esopus Postcard 
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Hi-Arts Litho C.1S. 


Zenagloss Offset C.2S. 


Book and Cover 
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The tragedy of failure in any printing effort is 
pedy ) 5 
best guarded against by careful initial planning and the subsequent 


use of the best—not the cheapest skill and materials. 
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THE MARTIN CANTINE COMPANY 
Specialists in Coated Papers Since 1888 
SAUGERTIES, N. Y. Branches: NEW YORK and CHICAGO (Jn Los Angeles and San Francisco: Wylie & Davis) 





Ten typical advertiser, agency 


types .. how they pick media 


“. .. publications are seldom put on a media list overnight or as a 
surprise. Nine times out of ten they appear as the result of previous 


t. Furthermore, media 





discussion and 


lists do not change drastically from year to year. 


lly t tative agr 


With most clients, 


they are evolutionary, rather than revolutionary. 
“... the importance of who makes up the original list can be greatly 


™ ry 


salesmen show a surprising 





overstressed ... pap 


naivete and lack of agreement on which agency and advertiser 


officials are most likely to put them on or keep them off a media list 
... this is probably because in surveys, all respondents claim a high 
degree of authority in media selection, but when a publication is 


omitted, all tend to blame some one else for dropping it.” 


.. From the Marsteller Report 


Space buying patterns: Part 2 


® IS THERE such a thing as a typical 
agency or a typical industrial ad- 
vertiser? Is there such a thing as 
a typical space buying pattern? 

Clearly no, says the Marsteller 
report, based on detailed, depth in- 
terviews with 30 diversified adver- 
tisers and agencies, plus discussions 
with an equal number of business 
publication space salesmen. 

Yet, making allowance for im- 
portant exceptions in each case, 
there are more instances of simi- 
larity than among 
agencies of 


dissimilarity 
comparable size and 
types of clients. And, to a lesser 
degree, the same holds true for ad- 
vertisers. 

“So,” says the Marsteller report, 
“we have drawn some rough out- 
lines of the. most common types 
These groupings are made as an 
assistance in evaluating and check- 
ing the multiple buying influences 
likely to be encountered in selling 
business paper space. 

“Because the delineation is clear- 
er, the agencies have been grouped 
into six types against four adver- 
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tiser types. An analysis of each 
shows that the dominance of the 
media department, account execu- 
tive, advertising manager, client 
president and other people varies 
according to the general type into 
which the account or agency fits. 
Yet any account, and many agen- 
cies, may be a total exception.” 


Six Typical Agency Types. . The 
most important influences on the 
pattern of an agency’s operation, 
Marsteller found, are its size and 
whether its clients are primarily 
consumer or industrial in character. 
But, the report emphasizes, “total 
billings, regardless of type, are the 
single most important factor in de- 
termining the departmentalization 
and type of service an agency will 
offer. That is, there are more points 
of similarity between a large in- 
dustrial and a large general agency 
than there between 
large and small industrial agencies.” 

Two other noted. 
One is that “people always influ- 
ence organization,” and a dominant 
personality may violate a standard 
The other is that, in the 


usually are 


cautions are 


pattern. 


case of large agencies, procedures 
followed in the home office may 
or may not apply in smaller branch- 
es of the same agency. 


Agency Type 1: size: Large, total 
billings over $10,000,000 annually. 
TYPE OF CLIENTS: Both consumer and 
industrial, with consumer billing 
predominant. 

Here the business paper space 
buying pattern is subject to the 
least variation. In the _ relative 
handful of agencies of this type, 
Marsteller concludes, “the media 
department is almost always the 
most important factor in the pur- 
chase of business paper space.” 

An important factor, however, is 
whether specialized buyers buy 
their particular specialty . . such as 
business . . for all .accounts, or 
whether a particular media man has 
responsibility for buying all types 
of media for one or more accounts. 
At J. Walter Thompson in New 
York, the report says, space buyers 
work on types of media; on the 
other hand, at Ayer and Batten, 
Barton, Durstine & Osborn, the gen- 
eral practice is to have space buyers 
work by accounts, rather than by 
media. 

In these agencies, media men 
usually have great discretionary 
power on media selection, because 
(1) the agency can support com- 
petent media specialists and (2) 
since the bulk of the dollars go into 
consumer advertising, both account 
executives and advertisers are more 
likely to leave decisions affecting 
“the relatively minor expenditures 
for business paper space” to the 
space buyers. 

This applies especially to which 
particular business papers are to be 
used. How much total money is 
to be spent in business papers is a 
different problem. In agencies 
where the buying is done by type, 
the business paper space buyer nor- 
mally starts with a fixed number of 
dollars, the amount having been set 
by the account executive or the 
advertising manager, or both. When 
buying is done by accounts, the 
media man is likely to be more fre- 
quently consulted on how to break 
down the total budget, and “some- 
times has a very strong voice.” 

“Generally, though,” concludes the 
Marsteller report, “and especially 











on accounts where business paper 
space is a relatively small part of 
the total budget, the specific papers 
used come as recommendations 
from the agency media department. 
If the agency has the same creative 
and account people handling both 
industrial and consumer copy, there 
is a tendency to further de-empha- 
size the problem of business paper 
selection. If, on the other hand, 
the agency has a special technical 
department for creation of indus- 
trial advertising, this department 
usually forms media opinions and 
is likely to consult with the account 
executive or advertising manager, 
along with the media department, 
when business paper allocations are 
made. 

“Obviously, there are exceptions, 
although they occur less often here 
than in any other type of agency. 
The most important are the hand- 
ful of large corporations that are 
predominantly industrial marketers 
but use large consumer-dominated 
agencies, such as U. S. Steel or Yale 
& Towne. Dominantly industrial 
companies, even in a consumer 
agency, often keep a strong voice 
in business paper selection.” 


Agency Type 2: size: Large, with 
total billing at least $5,000,000 an- 
nually. TYPE OF CLIENTS: Predom- 
inantly industrial, or durable goods 
or services. Consumer products are 
largely a minority in a primarily 
industrial client’s line. 

Although not great in number, 
these agencies place a substantial 
amount of business paper space. 
Examples include Fuller & Smith 
& Ross, Basford, Buchen, Griswold- 
Eshleman. 

Here, Marsteller finds, the agency 
operation is geared around the in- 
dustrial advertiser, and a team 
headed by an account executive will 
frequently write copy and follow 
through on media selection. But 
the pattern of space buying is not 
clear cut. “In this group of agen- 
cies are many account executives 
who are, in effect, a second adver- 
tising manager of their client com- 
panies. It is natural, then, for him 
to interest himself in the detailed 
selection of media. But the per- 
sonality of the media department 
head and his assistants determines 
whether or not a schedule comes 


to the media department only to fill 
in costs and place contracts, or 
whether the media department 
makes the original recommendations 
or at least sits in on them. . . How- 
ever, even in these large agencies, 
it is not at all uncommon for the 
client alone, or the client and the 
account executives, to make all me- 
dia decisions.” 

With regard to this agency group, 
the Marsteller report says the fol- 
lowing generalizations are probably 
safe: 

“1. On the majority of accounts, 
the client and the account executive 
team are likely to be the dominant 
influence in space buying. 

“2. In the case of a few exceptions 
where the media man is of par- 
ticularly high ability, experience and 
personality, the media department 
is an influential (rarely more so) 
as the advertising manager or ac- 
count executive. 

“3. On an important minority of 
accounts, the agency’s function 


seems to be only creative, with 
space buying decisions made en- 


tirely by the advertiser.” 


Agency Type 3: size: Medium, 
with billings perhaps between $1,- 
000,000 and $5,000,000. type oF 
CLIENTS: Mainly industrial; con- 
sumer accounts secondary. 

Basically, this medium-size in- 
dustrial agency is much the same 
as Type 2, except for these general 
modifications: 

1. It is even likely that 
creative and production controls 
rest exclusively with the account 
executive and therefore there is a 
tendency for the account executive 
to have a closer, more direct in- 
terest in and authority over space 
buying decisions. 

2. Although the number of media 
departments headed by well-qual- 
ified, experienced advertising per- 
sonnel with broad marketing per- 
spective is increasing, many media 
departments are essentially clerical. 
sontinued on page 58 
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Where and why the study was made 


@ This is the second of three articles based on a study of business paper space buying 
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made for Industrial Marketing by the Marsteller Co., involving 


personal interviews in depth, averaging two hours each, made with one or more execu- 


tives of the following organizations: 


Agencies 

G. M. Basford Co., New York 

Batten, Barton, Durstine & Osborn, New 
York 

Buchen Co., Chicago 

Fred H. Ebersold, Inc., Chicago 

Fuller & Smith & Ross, Cleveland 

Russell T. Gray, Inc., Chicago 

Albert P. Hill Co., Inc., Pittsburgh 

Ketchum, MacLeod & Grove, Pittsburgh 

Klau-Van Pietersom-Dunlap Assoc., Mil- 
waukee 

Ross Llewellyn, Inc., Chicago 


John Mather Lupton Co., Inc., New York 


cCann-Erickson, Inc., Chicago 
y Co., Los Angeles 
ter Thompson Co., New York 
An Industrial Agency (Billings under $1,- 
000,000 . . Name withheld on request) 


Shicago 


In addition, some 30 busi 





paper 


Advertisers 

Allis-Chalmers Mfg. Co., Milwaukee 

Bailey Meter Co., Cleveland 

Blaw-Knox Co., Pittsburgh 

Borg-Warner Corp., Chicago 

Chicago Bridge & Iron Co., Chicago 

Creamery Package Mfg. Co., Chicago 

Dearborn Chemical Co., Chicago 

Hays Corp., Michigan City, Ind 

Inland Steel Co., Chicago 

Koppers Co., Inc., Pittsburgh 

H. K. Porter Co., Inc., Pittsburgh 

Standard Oil Co. of Indiana, Chicago 

United States Steel Co., Pittsburgh 

Universal Oil Products Co., Chicago 

An Industrial Advertiser, (Budget approxi 
mately $35,000 . . Name withheld on re 
quest), New York 


in Chicago, New York and Pittsburgh, were 


questioned about their experiences. The group was carefully selected, as were the ad- 
vertisers and agencies, to secure representatives of various types of publications. For 


obvious their identiti 





are not disclosed. 
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With activity in the aircraft industry increasing with 
jet-propelled speed, MACHINERY’S Twelfth Aircraft 
Production Number will be more important this year 
than at any time since the close of World War II. As 
in the past. this issue will be of immediate interest to 
all aircraft manufacturers. However, what is equally 
important is the fact that the information it contains 
will be thoroughly read by engineering and manufac- 
turing executives in every branch of the metalworking 
industries. These men look forward to the publica- 
tion of MACHINERY’S Aircraft Production Number 
because they know that many of the methods de- 
veloped by the fast-moving aircraft industry can be 
employed or adapted for use by industries in other 
fields. Even now we are receiving requests for articles 


published in the Aircraft Numbers during the last war. 











Applying past experience, we know that the July 1952 
Aircraft Production Number will be kept for reference 
for many months after its publication. Here is an op- 
portunity to deliver a long-lasting sales message di- 
rectly to the metalworking executives who are most 
interested in new methods and new products: the men 
who, in fact, actually control purchase of the equip- 
ment and materials used in every step in the manufac- 
ture of every metal product, from an airplane to an 
electric toaster. The July Aircraft Production Number 
of MACHINERY offers the most effective kind of 
support for your advertising—editorial content that 
commands intense, lasting interest of readers in key 
positions at every level of metalworking managament. 
Closing date is June Sth. Don't miss it! 








PRODUCTION NUMBER — JULY 1952 


HOW MANY OF THE PLANES ABOVE CAN YOU IDENTIFY? Reading from top left to bottom right they are: 


Top row — Lockheed F-94 radar-equipped jet interceptor; Boeing B-47 A ‘Stratojet’ bomber; North American 
F-86 "Sabre" jet interceptor; Northrop X-4 research plane. Second row — Republic F-84 F “Thunderjet’ fighter 
Boeing C-97 A "Stratofreighter”. Bottom row — Northrop YB-49 "Flying Wing’ jet bomber; North American 
B-45 “Tornado” jet bomber; Boeing B-50 D ‘'Superfortress.” 
April 1952 /s7 








3. Clients are more varied in type, 
size and degree of advertising de- 
partment organization, and thereby 
create more exceptions to any rough 
pattern. While the larger agencies 
often confine themselves to clients 
substantial 


with fairly appropria- 


tions, the medium-size industrial 


agency usually has a mixture of 
small and several moderately large 
accounts, with striking differences 
in the way they are handled, media- 
wise 

“The sum of these modifications,” 
concludes Marsteller, “is to push 
major decisions, on space and other 
matters, upward in the agency to 
at least the account executive and 
(who fre- 


quently are one and the same).” 


possibly the principals 


Agency Type 4: size: Medium, 
with billings between $1,000,000 and 
$5,000,000. type oF CLIENTS: Mainly 
consumer, with a mixture of small 
industrials or perhaps one large in- 
dustrial. 

This is a small version of Type 1, 
but with important changes in op- 
erating procedure. If it has one 
(or perhaps two or three) big in- 
dustrial accounts, they are likely to 
be isolated and handled almost as 
a separate business, with control 
probably centered in the account 
Even though the media 
department may play an important 
role in consumer space buying, its 


executive. 


influence on the industrial accounts 
is often minimized. 

If the agency has a sprinkling of 
smaller industrial accounts instead 
of one or two big ones, the only 
generalization that can be made is 
that, by and large, “the advertiser 
himself expects to do the deciding.” 

The chances are that if he is a 
long-time industrial advertiser lo- 
cated out of a major trade center, 
he handled his own account for 
many years, and certain of the prac- 
tices developed in those days still 
persist. 


Agency Type 5: size: Small, bill- 
ings under $1,000,000. type oF 
CLIENT: Predominantly industrial 

“In number of contracts, if not 
in pages of space placed, this big 
group of small agencies is possibly 
the most important segment of the 
business paper market,” says the 
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Marsteller report. “In the clients 
it represents are great business pa- 
per space selling opportunities. It 
has many special problems bearing 
on the way it buys space. 

“Its staff is small, though often of 
very high caliber. Separate depart- 
ments, if they exist, are often de- 
partments in name only. The few 
top executives not only make the 
decisions, but do the work. Not in- 
frequently, creative work is farmed 
out of the office. Few of these 
agencies have media departments 
with definite buying authority. 

“Here too, client patterns vary 
greatly. A common client is one 
without an advertising department. 
The agency deals with the president, 
sales manager or some _ other 
double-duty In_ those 
circumstances, the agency account 
executive is often all-powerful in 
media selection. 


executive. 


“Another only slightly less com- 
mon pattern is the small client with 
a small advertising department, but 
in such a case the advertising man- 
ager may be better able to spend 
with business paper space 
salesmen than is the agency prin- 
cipal, so that often buying decisions 
are completely with the client, the 
agency placing contracts upon defi- 


time 


nite instructions. 

“Small clients, if they are long- 
time advertisers, usually once han- 
died their advertising direct, as 
pointed out previously, and almost 
invariably this produces a condition 


of less reliance upon the agency 


“But many of the clients are new 
advertisers, feeling their way along. 
They expect recommendations from 
the agency, and here again it is the 
account executive who makes the 
suggestions.” 


Agency Type 6: size: Small, bill- 
ings under $1,000,000. tTyYPE oF 
CLIENTS: Mixed, consumer and in- 
dustrial, often with local retail ac- 
counts in the majority. 

“The small, and especially the 
new or decentralized industrial ad- 
vertiser, may use such an agency,” 
says the report. “Its pattern most 
nearly conforms to the small indus- 
trial agency. Once fairly substan- 
tial billings are reached, agency op- 
erations seem to be shaped more 
by type of account than by increas- 
ing size, but below $1,000,000 of an- 
nual billing, size is more of a factor 
than the marketing problem of the 
majority of clients. 

“This agency is a hard one to 
paint. For one thing, its location 
has much to do with it. In New 
York, with very few exceptions, it 
won't have or want any really sig- 
nificant industrial account. In let’s 
say Omaha, it may very well be do- 
ing a good job for a parts manufac- 
turer and a pants presser. 

“Generally, there is little differ- 
ence between it and Type 5, except 
that the principals of Type 5 were 
probably once in a larger industrial 
agency or with an industrial ad- 
vertiser, while the principals of 
Type 6 probably came from the ad- 
vertising department of a retail 
store or local newspaper. 

“Therefore, this agency often 
leaves pretty much to the industrial 
client the matter of media selection. 
Not infrequently, the client will also 
write his own copy (also true of a 
few industrial advertisers of every 
budget size) and the agency is sim- 
ply handling media routine, produc- 
tion, billing and checking. 

“As a broad statement, in this 
agency group media department in- 
fluence on space selection is at its 
lowest, and even the account execu- 
tive, more often than not, has little 
actual control on publications used.” 


Four Typical Advertiser Types 

. . Fitting industrial advertisers into 

“typical types” is even more diffi- 

cult than labeling agencies, Mar- 
ntinued pace 141 





The above unsolicited orchid, reproduced with 
permission, indicates how subscribers feel about 
TW —it indicates also the why of TW’s 23,772 
paid subscribers (30% above nearest contempor- 
ary and largest circulation in the history of tex- 
tile journalism). TW’s subscription list in ABC 
Classes 1 and 2 (the group wherein rests purchas- 
ing power) has shown constant annual increase 
since 1938. TW is the only textile publication of 
which this is true. Its margin of superiority in 
these top-drawer classes is now 47% over its 
closest contemporary, which accounts for Tex- 
TILE WorLD’s ability to serve you as the nucleus 
of any advertising sales program you may have 
in mind to cultivate this great industrial field. 


Thanks, John Bradley! 


TEXTILE WoRLD 


FIRST in circulation 


© 


AS USEFUL AS ANY MACHINE 


FIRST in buying-power penetration 
FIRST in readership 


FIRST in advertising volume 


A McGraw-Hill Publication 
330 West 42nd Street, 
New York 36, N.Y. 


IN THE MILL 
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~ WAVO 


PROVIDES. THE 
POWER ARTERIES 
WN THIS 


Which ad CENTRAL STATION 


High 
just another medere 
Tomperatore 
Pressoretigh ap 
DEPENDABLE 


Power Plant ' 
west that hes 


attracted rn 


more readers? 


MAWVEO PIPING 


WATIONAL VALVE & MANUFACTURING COMPANY - PITTSBURGH PA 





REHEAT | 


Poster vs. Description 


® OF THESE TWO black-and-white 
ads for piping, one attracted the at- 
tention of twice as many readers of 
Power, regardless of whether they 
read most of the copy. The ad by 
National Valve & Mfg. Co., Pitts- 
burgh, on page 62 used a _ poste) es ae . 
technique with a big picture, head- : . 
line and almost no copy. The ad by rough Experienced Eyes 
Pittsburgh Piping & Equipment Co : ek 
on page 289 used an illustration, too, 
but included four paragraphs of 
cops 
Which ad attracted more atten- 


tion? For the answer, see page 130 


Chetaburch fring 


AND EQUIPMENT COMPANY 
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in the 
Foundry 


Industry! 


1950 — 16,000,000 TONS 
Looking for an active market? Here it is: 
. foundries spend over $1,000,000 Aourly for materials and 
supplies! 
. value added by manufacture by foundries is $12,000,000 
daily! 
. total value of foundry production approximates $104,000,000 
weekly! 


12,000,000 TONS or eas 
. foundry capital investment in plant facilities and equip- 


ment exceeds $8,000,000 a month/ 


. total castings production last year hit an all-time high of 


19,000,000 tons! 


And the way to blanket this dynamic industry is through your 
advertising in FOUNDRY. It will reach over 45,000 foundrymen 
who influence buying in the foundries which account for 94% 


1939— 7,000,000 TONS 
of all castings production. 


It's Time to Sell to Foundrymen 


WHEREVER METALS i ARE CAST 


Reaching every foundry employing over 50.:.and 86% of all others / A Penton Publication, Penton Building, Cleveland 13, Ohio 
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CHEMICAL PROCESSING 
gives more hand-picked, 
undiluted circulation 
in chemical processing plants 
than any other magazine 


-Meet 
Mr. R. C. FEERO 


Technical Superintendent 
Hercules Powder Company 
Sunflower Ordnance Works 


Lawrence, Kansas 


« 
: is too limited to keep up with all chemical trade 
literature, but CHEMICAL PROCESSING ‘skims the cream’, 


giving me new ideas on processing and analysis. 


“My copy circulates among key personnel.” 


KCC SFitere 


ROBERT C. FEERO 
Technical Superintendent 
Hercules Powder Company 
Suntlower Ordnance Works 


Lawrence, Kansas 


Published by PUTMAN PUBLISHING CO. 


111 East Delaware Place, Chicago 11 


Creators of PUTMAN-STYLE Magazines 

. terse, vital editorial; “hand-picked” cire 
direct chemical pre ine operation culation; square, high-visibility formot; quality 
; or f ne eeree pe ne readership; hence more READER ACTION 


Read hy the key men who 








FOOD PROCESSING 
gives more hand-picked, 
undiluted circulation 
in food plants 
than any other magazine 


«Meet 
Mr. W. P. EATON 


Plant Manager 

Watertown Division 

General Ice Cream Corporation 
Watertown, New York 


“| 

read FOOD PROCESSING very thoroughly. The 
well-illustrated articles on process control are especially inter- 
esting. Several articles on maintenance have given me profitable 


suggestions, too.” 


APE ots. 


W. P. EATON 

Plant Manager 

Watertown Division 

General Ice Cream Corporation 
Watertown, New York 


Published by PUTMAN PUBLISHING CO. 
111 East Delaware Place, Chicago 11 
Creators of PUTMAN-STYLE Magazines 
«++ terse, vital editorial; “hand-picked” cir- 


culation; square, high-visibility format; lity 
sderbips hence wore READER ACTION Published in Chicago FOOD CAPITAL OF THE WORLD 


readership; hence more READER ACTION 


Read by the key men who 
direct food processing operations 
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employe communications 


public relations 


by Robert Newcomb 


and Marg Sammons 


Maize teaches economics 


and capitalism to employes 


® SOME COMPANIES have begun to 
take a long, searching look at eco- 
nomic education programs for em- 
ployes. They have begun to won- 
der aloud whether these programs, 
unless they are spelled out in terms 
of local plant problems and policies, 
have any genuine value. 

One of the first companies in the 
country to cast aside the rose-col- 
ored glasses and appraise the sub- 
ject of employe economic knowl- 
edge in broad daylight was Republic 
Steel Corp., Cleveland. Two years 
ago Republic’s president, Charles 
M. White, engaged the Industrial 
Research Center at the University 


of Chicago to run some tests among 
his employes. The results confirmed 
his suspicions that employes gen- 
erally know very little about basic 
economics certainly too little to 
apply constructively to the prob- 
lems of an employer. Employes in 
substantial percentages disclosed an 
ignorance of the functions of cap- 
ital, the need for profit and other 
simple and fairly elementary mat- 
ters concerned with industry. 

As a result, Republic sponsored 
experimentally, at one plant, a 
series of 15 lectures on economics, 
tailor-made for Republic supervi- 
sors. Much has already been writ- 


Industry’s relations with 
Employes/ Stockholders 
Distributors/Suppliers 


Neighbors 





ten about the Republic course. The 
results were so conclusively good 
that the company extended the 
course to all its plants. Supervisors, 
the key men of communication, 
found themselves for the first time 
in a position where they could ex- 
plain and interpret to those about 
them. 

Would Republic’s large-scale pro- 
gram, built for a multiple-plant 
company, do as good a job in a com- 
pany a fraction its size? Would it 
work in a single-plant company of, 
say, 1,000 employes or less? The of- 
ficials of American Maize-Products 
Co. at Roby, Indiana, thought so 
and put the question to the Univer- 
sity of Chicago’s executive officers 
at the Industrial Relations Center 

. Robert K. Burns and Frederick 
H. Harbison. They thought so, too. 

The Industrial Relations Center 
accordingly undertook a study to 
determine the training needs of the 
supervisory group at the Maize 
plant. The outcome was three series 
of lectures, covering about a year, 
devoted to basic economics, human 
relations and cost reduction. 


First, Dale Carnegie . . This eco- 
nomics course was not suddenly 
presented to supervisors who had 
no earlier exposure to supervisory 
training. Back in 1941 Maize su- 
pervisors had had a Dale Carnegie 
course in human relations, and from 
1942-1944 they were given courses 
in job instruction training, job 
methods training and job relations 
training, followed by another in 
basic economics. All of these courses 
were voted worth while. During the 
next six years there were courses 
of training in handling grievances 
and criticisms; getting the depart- 
ment behind the supervisor, dele- 
gating responsibility, how to im- 
unity in the organization; 
maintenance . . cause, cost and con- 


prove 
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TOOLING FOR SECURITY 


PUBLICATION OF THE AMERICAN SOCIETY o] um geke) | 
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THE TOOL ENGINEER Who are these 


“tool engineers’ ? 


UNIQUE AViGd CIRCULATION Tool engineering is a function. Briefly a tool 
; F engineer is a man whose responsibility it is to 
: Y do one or more of the following in his company: 

. Determine the practicability of a product 


METAL WORKING FIELD ,. Re 


production 
. Select the best or, if necessary, design 
the equipment for any manufacturing 
process 
. Determine the best sequence of manu- 
facturing processes 
. Select, design, or supervise the design of 
tools, jigs, fixtures, or other devices to 
best assist the manufacturing equipment 
to function as planned 
. Estimate expenditures for equipment 
and tools 
. Recommend replacement or moderniza- 
tion of equipment in service based on 
economic obsolescence 
. Coordinate the many functions pertain- 
ing to production. 
Over 20,000 of these tool engineers are mem- 
bers of the American Society of Tool Engineers 
—regularly receive The Tool Engineer. 


She Too! 











Other Services 
of the ASTE 


The American Society of Tool Engineers 

is built on service to its membership. THE 

TOOL ENGINEER is one such service and 

a vital one. Others include: 

The Tool Engineers Handbook—the 
standard reference work of the 
tool engineering profession 








Tool Engineering Data Sheets—carrying 
important specifications and en 
gineering data. Distributed to all 
members 


ASTE Industrial Expositions—held every 
two years. Now generally consid- 
ered the most important exposi- 
tions in the metal working field 


Technical books—published by the ASTE 
to serve the membership on topics 
not adequately covered by exist 
ing literature 

—and many others. 











trol. Part of the conference time 
was given over to a discussion of 
the right of a management to insist 
on supervisory training; the last 
part of it is worth quoting: 

“This discussion resulted in agree- 
ment that management could not 
be passive in the face of inefficient 
foremanship. The very existence 
of the business is at stake. There- 
fore some kind of action to end in- 
efficiency is justified. First, man- 
agement should clean its own house. 
Having done so, it is in a better 
position to insist upon honest effort, 
on the part of foremen, looking to- 


ward self-improvement. A wise and 
resourceful management will sel- 
dom find it necessary to ‘insist.’ It 
can suggest, promote programs, 
guide and encourage foremen with- 
out resort to or reference to mere 
authority. Even in the extreme 
cases, authority need not be 
flaunted, but can be exercised dis- 
creetly.” 

The Industrial Relations Center 
program was launched in this re- 
ceptive climate. Roughly 120 su- 
pervisors were students. Classes 
were held at the Maize plant in 
Roby, a section of Hammond. Fre- 





Communications man of the month. . 


His cram courses help editors 


improve writing, editing 


Professor Roscoe Ellard and student 


@ THE INDIVIDUAL in industrial jour- 
nalism today has broader needs than 
he did yesterday, or the day before 
yesterday. He must know public 
relations, audio-visual communica- 
tion, supervisory training, multiple 
management and the Taft-Hartley 
law. In the direct language of Pro- 
fessor Roscoe Ellard, what he needs 
to know most is journalism. 
Professor Ellard, one of the out- 
standing men of the Graduate School 
of Journalism at Columbia Univer- 
sity in New York, has charge of in- 
struction at Mr. Pulitzer’s institu- 
tion, and recently has broadened the 
school’s scope to include practical 
seminars in industrial editing. These 
two-day cram sessions, attended by 
a limited group of industrial editors 


in the area, are built around pro- 
fessional writers who assay the 
products of the students. Meetings 
are held in the headquarters of the 
American Press Institute at the 
school, and students eat and sleep 
on the university grounds. 

The cram courses are designed to 
sharpen writing style, to give edi- 
tors an exposure to candid profes- 
sional criticism, to provide a 
groundwork for useful discussion. 
One such confab has already been 
held this year, and another was 
scheduled for late March. Sessions 
are held in conjunction with the 
House Magazine Institute, east coast 
editing group headquartered in New 
York, under the watchful direction 
of Professor Ellard. 

Mr. Ellard came to Columbia via 
the University of Missouri, via met- 
ropolitan newspapers in many 
cities. He has served in consulting 
capacities in many phases of news- 
paper work. One recent assign- 
ment was as counsel to the Vene- 
zuelan press. He is responsible for 
a Latin-American press book rated 
a model in any language. To in- 
dustrial editing and to the new pro- 
fession of employer-employe com- 
munication he has given a great lift. 
In doing so, he has raised the sights 
of schools of journalism by pointing 
out the targets of communication. 


quently, candidates for supervisory 
jobs, or those the company wanted 
particularly to be exposed to this 
basic education in economics, were 
invited to sit in. 


Classes on Company Time .. 
The Center furnished qualified in- 
structors and manuals. (One of the 
instructors was L. C. Michelon, di- 
rector of the University’s project 
staff, who has the rare and stimulat- 
ing capacity for making economic 
education sound interesting.) Tony 
Romanovich, one of the company’s 
supervisory group, was made a sort 
of liaison officer between the Uni- 
versity and the company, to help 
develop the company’s material used 
in the courses and help schedule 
the classes. All sessions were held 
on company time in a classroom 
on company property set up for just 
that purpose. The courses involved 
wide use of audio-visual aids. 

Supervisors and _ supervisors-to- 
be showed a moderate interest in 
the project at the start, but no fa- 
natical enthusiasm. As time went 
on they began to see the localized 
story of economics, told almost in 
story form. It dealt with general- 
ities about business, of course, but 
it dealt also with Maize matters. 

Superimposed upon a discussion 
of the nature and needs of company 
organization was an informal, illus- 
trated talk by Earle E. Langeland, 
plant manager and since made a 
vice-president in charge of all plant 
operations. His talk included a brief 
historical sketch of the industry and 
the company, a definition of stock- 
holders, functions and make-up of 
the board of directors, the execu- 
tive committee and its work, a word 
description of the duties of each of 
the major company officials, plan- 
ning and development, sales, and 
local management. 


General, then Local . . The two- 
way character of the program works 
this way: first, the study group got 
the general picture of organization, 
applicable to all companies; then it 
got the local picture, drawn for 
them by the plant manager. In 
too many economic education pro- 
grams, the audience gets the first 
part but not the second. That’s the 
reason sO many economic education 
projects never make their point . . 


ntinued on page 13 
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Fisher Allen Hickerson 
A Big Question . . for industrial advertisers was 
examined by six leading advertising executives at an 
informal round table discussion arranged by Industrial 
Marketing. They knew that what they had to say would 
be reported but that none would be quoted directly. 

The executives, all of New York advertising agencies, 
included Herbert Peck. president, Hazard Advertising Co.; 


Marsteller 


Hopper 


H. L. Fisher, president, Rickard & Co.; Schuyler Hopper, 
president, Schuyler Hopper Co.; R. E. Allen, vice-presi- 
dent, Fuller & Smith & Ross; J. M. Hickerson, former 
president, Albert Frank-Guenther Law: and William A. 
M lier, president, M lier, Gebhardt & Reed. 

This is the first in a series of such round table dis- 
cussions to be reported by Mr. Marsteller. 














Six agency chiefs define ideal client relations 


By William A. Marsteller 


® sIx OF Us sat around the lunch- 
eon table in New York a couple of 
weeks ago. Six top executives of 
advertising agencies with broad in- 
dustrial advertising experience. 

I had asked them to help me an- 
swer, for the readers of INDUSTRIAL 
MARKETING, one of the most ticklish 
questions any group of industrial 
advertising men can be asked: 

What are the things that make 
for an ideal industrial advertiser- 


the kind of 


relationship that gets the most out 


client relationship 


of the agency and gives the most 
to the client? 

They understood that what they 
said during the discussion would be 
reported, but they also understood 
that there would be no identifica- 
tion of specific statements with in- 
dividuals. 

So they could speak freely 
they did. 

Surprisingly, there was little dif- 


And 
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sebhardt & Reed 


ference of opinion among them. 
Differences of approach, differences 
of emphasis, yes. But as the in- 
formal conversation surged back 
and forth across the table, it be- 
came quickly apparent that all of 
these agency men agreed whole- 
heartedly . . even fervently . . that 
the nub of good agency-client re- 
lationships is that old saw that says: 

The client that brings its agency 
in as a full partner in its business 
planning gets the most for its ad- 
vertising dollars. 

Of course, this is an over-simpli- 
Agen- 
cies and advertisers are as different 
as the people who represent them. 
Products and markets, profits and 
traditions, size and experience . . all 
are factors that modify any gener- 
alizations. And this business about 
being a “full partner” exactly 
what does it mean, and how does 
it help? 


fied answer to the question. 


Thi 


Here the panel differed in de- 
tails, but again the differences were 
surprisingly slight. And out of the 
discussion came an almost startling- 
ly clear and simple definition of 
“full partnership” and how to im- 
plement it. Four down-to-earth 
basic principles are involved, the 
panel agreed . . principles that can 
be observed in any agency-client 
relationship and should be the basis 
for every such relationship. Here 
they are: 


1. The agency must understand 
the business philosophy of the 
client's top management. 


There is a difference between ad- 
vertising objectives and over-all 
business objectives. An agency may 
go along for years creating adver- 
tising that is actually out of tune 
with the philosophy of the top man- 
agement. In these cases, the ad- 








vertising manager and perhaps the 
sales manager are not fully aware 
of the company’s operating philos- 
ophy. Often, there is no written 
or even orally stated philosophy, 
and top management itself would 
be hard pressed to define it. 

Unbelievable as it may seem, it 
reasons out, and all six agency men 
could cite evidence. 

The point is that business institu- 
tions look at their operations quite 
differently. One will be volume 
conscious, driving for higher sales 
each year. Another will, perhaps 
even unwittingly, be satisfied to stay 
small. Some companies will never 
rest until they are No. 1 in their 
field; others regard second place as 
less nerve-racking, more profitable. 

Another company . . especially if 
it is in a professional market . . may 
have a deep-seated tradition of 
service and conservatism. There is 
the company that doesn’t want to 
call public attention to itself (but 
calls attention to its products) ; there 
is the company that lays its every 
operation bare; there is the com- 
pany that is known for the per- 
sonality of its officers; there is the 
company whose officers are known 
to few customers. 

It is not, generally speaking, the 
function of an agency to change the 
basic philosophy of a business, these 
agency executives believe. Over a 
period of time, an agency doing a 
good job will have some effect in 
shaping or modifying the operating 
principles of a client, just as will its 
accountants, lawyers and other reg- 
ular consultants. 

But primarily the agency must 
understand a client’s business phil- 
osophy and adjust itself to that code. 
As we understand the consensus of 
our discussion group, this doesn’t 
mean a yes-man operation in han- 
dling the account; it merely means 
that agency and client will be 
speaking a common language. 


2. Jointly the agency and client 
should make an exhaustive ex- 
amination of the client's busi- 
mess and re-examine it at pre- 
determined intervals. 


It is common practice these days, 
when a competent agency assumes 
a new account, to hold a “situation 


survey” or to complete a data sheet 
on the client’s business. This is 
usually a fairly complete check- 
list of the client’s products, markets, 
plants, competition, finances and 
personnel. 

It is a valuable practice, the 
agency heads believe, and should 
be repeated at least annually. They 
were critical of agencies for slipping 
into the habit, once the account is 
in the house and going along 
smoothly, of working with the same 
basic information year after year. 

“I think,” said one, “that a new 
‘situation survey’ meeting ought to 
be held every year before a new 
budget is started. Even before we 
talk new objectives, we ought to 
review everything we know about 
the client’s business. It takes the 
time of a lot of people in the client 
organization and in the agency, but 
my experience is that our people 
actually get more out of such a con- 
ference after we have been working 
on an account for a year or two 
than we do at the start. Over and 
over, I've also seen advertising man- 
agers learn and sales managers learn 
facts about their business they 
didn’t know or had forgotten.” 

It is the “situation survey” which 
so often points the need for market 
research. The agency group did not 
agree completely on the function 
of the agency when research was 
needed. Some agencies do research 
themselves; some work with re- 
search organizations; some want 
only the results. But there was 
complete agreement that the ideal 
industrial advertising program had 
to be built on agreement and con- 
viction as to both opportunities and 
objectives, and that often market 
research is the only method of 
eliminating uncertainty. 


3. The agency must think of the 
client's business as a whole, not 
simply of the advertising func- 
tion. 


“ 


“Advertising,” said one man, “is 
like a materials handling system. 
It produces no products in itself, but 
it lowers costs, cuts labor and sim- 
plifies management.” 

Like a materials handling system, 
he pointed out, advertising is use- 
ful only when it meshes with other 
operations. 


Our discussion group agreed that 
both agency men and advertising 
managers are too prone to talk de- 
tails to top management. While in 
day-to-day work it is essential to 
be conscious of Starch ratings, copy 
length, color register, and other de- 
tails, they should be subordinated 
always to the problem of making 
advertising a coordinated function 
of the entire business. 

It is difficult, the agency men 
said, to think in terms of the total 
business unless the agency has some 
top management contact. They 
were inclined to censure the ad- 
vertising manager who attempts to 
keep agency personnel away from 
his superiors, and at the same time 
they questioned the qualifications of 
many agency men to talk intelli- 
gently at a management level. 

One cited an account executive 
who kept telling him, “This adver- 
tising manager keeps me from talk- 
ing with his boss. If I could only 
get to the president, we could do 
a lot better job on the account.” 

The agency chief asked him, 
“What would you talk about if you 
did go to see the president?” The 
account executive had no answer. 

So, it’s a two-sided street. The 
ideal relationship needs not only 
agency access to decision-making 
officers, but needs agency under- 
standing of the entire business. 

There was some feeling that an 
ideal relationship might put the ac- 
count man and advertising manager 
in steady contact, but might reserve 
agency management for contacts 
with advertiser top management. 
On this there was not general agree- 
ment, and obviously it won’t work 
in the case of small agencies or 
small clients. But it does lead to- 
ward a principle that the entire 
discussion group felt the agency 
should follow: 

The agency should constantly 
build the advertising department in 
the esteem of top management. 

More than once the failure of an 
agency-client marriage has been 
traced to competition between the 
agency and the advertising depart- 
ment for management affection. 

Not infrequently an agency, com- 
ing in as an objective consultant, 
can strengthen the position of the 
advertising department and its per- 
sonnel, just as a public accounting 
continued on page 148 
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U.S. Industry 
votes 


‘he Iron Age 
No.1 
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In the survey made by 18 leading industrial companies among their cus- 
tomers and prospects, The IRON AGE topped all other industrial publica- 


tions in votes from all industry. 


This survey is the most comprehensive industrial readership survey ever 
made. It proves conclusively that more of the men who control or influence 
buying in all industry consider The IRON AGE the leading industrial publi- 


cation in America. 

















TOTAL MENTIONS 


Total mentions from all industry received 
by the first 20 industrial magazines. 


Why is this 
survey noteworthy? 


T. it is the largest, most comprehensive indus- 


trial readership survey ever conducted. 


2. the following 18 leading companies par- 
ticipated in this survey. 


Purchasing 
Aluminum Co. of America P. R. Mallory & Co., Inc. 


Electrical World The Black & Decker Minneapolis-Honeywell 
Mfg. Co. Regulator Co. 
Brown & Sharpe Mfg. Co. Brown Instruments Div. 


Crane Co. 4 
Union Carbide & 
Dodge Mfg. Co. yr ee ney prea 


General Electric Co. Bakelite Division 
Engineering News Record Apparatus Division Carbide & Carbon 
* + The Goodyear Tire & Chemicals ae . 
Electric Light & Power Rubber Co Electro Metallurgical Div. 
Mechanical Rubber The tinde Air 
Electrical Engineering reer Ag Products Co. 
United States Steel Co. 


American Machinist Herniechfeger Corp. Westinghouse Electric Corp. 
Hyster Company Apparatus Division 


Socony Vacuum Oil Co. 


Industry & Power 
Je The 18 companies mailed a total of 198,837 
questionnaires to individuals on their customer 
and prospect lists. Replies totaled 42,878. 


Machinery 4. All individuals contacted were men who 
control or influence buying, regardless of title 
or industry. 


Chemical Engineering 


Plant Engineering 


Mechanical Engineering 


Machine Design 
5. Results were classified and tabulated by 


Product Engineering the McGraw-Hill Publishing Co. 


Power Engineerin 
9 sd 6. Magazines of all types—general, business, 


Modern Industry industrial—are included in survey results. 











sales promotion 


Contract Explorers. . | 


thicago to exy 


comment on catalogs 


exhibits / motion pictures 





How electronics makers move 


® RADAR-RADIO Industries of Chi- 
cago, Inc., has been reactivated by 
Chicago area manufacturers of elec- 
tronic equipment to recapture their 
former lion’s share of the nation’s 
electronics defense contracts. 
Chicago area manufacturers at 
present are getting only 12°% of 
electronics defense 
compared with more than 40% ir 
World War II. To meet the chal- 
lenge of other areas, 61 companies 
have reactivated their trade asso- 
ciation, RRIC, and have raised funds 
among the members to finance it. 
S. I. Neiman, wartime Signal 
Corps public relations director, has 


contracts as 
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been called in to direct RRIC ac- 
tivities and take charge of its public 
relations program. Under his di- 
rection the group has developed a 
four-way approach to its goal of a 
greater share of defense orders. 

1. Leading military and govern- 
ment procurement officials have 
been invited to Chicago for con- 
Rear Adm. R. M. Watt, 
Jr., the Navy’s production policy di- 
rector, was the first ranking pro- 
curement official to explore the 
matter of defense contracts with the 
group. 

2. The RRIC is making a detailed 


survey of electronic manufacturing 


ferences. 


ideas 


booklets / direct mail 


slide films / sales helps 


a é We 
ys ? 


‘< 
"A 
@ 


charles M. Hofman 
r Kennelly of Chi- 
purchasing 


tronics chief. 


facilities in the Chicago area. When 
finished, it will be a complete item- 
ization of every machine and fa- 
cility the group can muster individ- 
ually and collectively. 

3. An information pool has been 
set up to channel information to its 
members about prime and sub- 
contracts. Such information is 
given out only through the asso- 
ciation’s office. A prime contractor 
requiring the services of a sub- 
contractor will be put in touch with 
the company having the necessary 
facilities. The RRIC simply acts 
as a go-between. The information 
is not broadcast indiscriminately to 
the members. 

4. Results obtained from the sur- 
vey will be published in book form 
and distributed to military and 
government procurement offices 
and to its own members. Pertinent 








N.E.D. COVERS THE BUYING TEAM — an the way! 


Engineering 


~ 
to 
Plant Operation 
and Maintenance 


No matter where your products are used, N.E.D. does a thorough job of searching 
out the men who influence buying ...and it gets your story across to them! 
Over 95% of the 65,500 copies of N.E.D. published each month are addressed 
by individual name and title to officials in the 42,000 most worthwhile plants in 
America. These officials have identified their functions for us: 
ENGINEERING— 55.5% 
(25.5% primary function—30% secondary function). 
PRODUCTION—59% 
(28.2% primary function— 30.8% secondary function). 
PLANT OPERATION & MAINTENANCE—70% 
(31.4% primary function— 38.6% secondary function). 





65,500 
COPIES PURCHASING— 64% 
(total (14.9% primary function—49.19% secondary function). 
cient The overlapping of responsibilities shows that the average official has an active 
interest in 2.48 functions. 
200,080 Titles may be confusing ... but when readers themselves tell you what they do, 


READERS you know that your advertising is going where you want it to go. And with 
N.E.D.’s constantly climbing record of reader response, you know that your 


advertising is receiving attention. — 


e 
ee | 


in 42,024 
PLANTS = 


cHeck AND PASS aLor 


A PENTON PUBLICATION 


cCAMENBE 


1213 West Third Street 
Cleveland 13, Ohio 
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information wil! include labo: re- 
sources, personalities and their ac- 
complishments, and ofher useful 
background material 

RRIC can report some progress 
Ranking Navy and Signal 
Corps procurement officials have 
given the RRIC verbal essurances 
that the Chicago area wi be con- 
sidered more seriously as a supply 
center in the future. Recently the 
Chicago area forged ahead of New 
York for the first time in defense 


already 


production 


Blotter-booklet corabination 
helps sell new solders 


An unusual blotter-booklet com- 
bination is being used by Federated 
Metals Division of American Smelt- 
ing & Refining Co., New York, to 
promote the sale of its new ma- 
chine-made bar solders. 

The 21%4x2'%”, 24-page booklet is 
attached to the 734x334” blotter and 
details the advantages of Feder- 
ated's bar solder with pictures and 
captions. The blotter-booklet sales 
promotion can be adapted to direct 
mail uses as space has been left on 
the blotter fer name and address to 
allow insertion in No. 9 or 10 win- 
dow envelopes. Distribution is by 
Federated salesmen and dealers. 


slivers, nails 
n both parts of 
that name on upperm 


right side up 
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There + 6 Brighy Future be the Ontribvter Whe: 
Trae be With Thus Program (canphetety ’ 
bo IT NOW! 


Back page of Barreled Sunlight's eight 
page newspaper promotion piece offered 


the dealer 14 different sales helps. 


Salesmen deliver ‘newspapers’ 
to paint distributors 


Salesmen for Barreled Sunlight 
Paint Co., Providence, R. I, have 
been converted into “newsboys” in 
the company’s 1952 sales promotion. 

An eight-page promotion piece, 
designed like a newspaper with an 
aura of variety and timeliness, has 
been introduced by the company to 
acquaint its distributors throughout 
the country with the company’s 1952 
advertising and sales promotion 
program for both industrial and 
consumer selling. 

Each distributor was given his 
copy by a Sunlight representative, 
who was instructed to go over the 
paper with the distributor and get 
his order for local cooperative ad- 
vertising and various sales helps. 
Mailings to distributor employes 
were timed so they received their 
copies of the “Providence Sun” the 
day after the boss got his. 

The entire back page was de- 
voted to sales promotion devices 
available to the distributors. They 
included match books, painter caps, 
paint paddles, yardsticks, 
cards, swatchbooks, counter dis- 
plays, specification catalogs, promo- 
tional booklets, wet paint signs, 
business cards, pencils, hot pan 
holders and decals. 

The Sunlight cooperative adver- 
tising program splits the cost 50-50 
with the distributor in authorized 


color 


newspaper, radio, television and 
telephone directory advertising, and 
in any other form of local advertis- 
ing exclusively featuring Sunlight 
products. Free window and store 
display material is sent the distribu- 
tors from time to time. 

Sunlight’s own advertising con- 
tinues in business publications and 
in Business Week, The Saturday 
Evening Post and the Wall Street 
Journal. 


A balcony and a truck 
solve a show exhibit problem 


Two industrial exhibitors used 
their ingenuity to conquer a space 
shortage problem at the annual con- 
vention of the Institute of Radio 
Engineers in New York. 

Libby-Owens-Ford Glass Co., 
Toledo, hauled a trailer to the west 
entrance of the Grand Central Pal- 
ace, convention exhibit hall. The 
mobile demonstration unit was 
pressed into service to exhibit high 
speed plastic molding for electronic 
apparatus when space limitations on 
the convention floor made it im- 
possible to show the company’s en- 
tire line. 

General Electric Co., Schenectady, 
N.Y., coped with the space problem 
by constructing a balcony over its 
exhibit large enough for four desks. 
Last year GE conducted engineer- 
ing-problem conferences at the con- 
vention by means of direct tele- 
phone connections to all its plants 
from its display. This year’s bal- 
cony arrangement enabled GE to 
expand the telephone conference 
service. 


Champlain tells sales story 
with mock stock certificate 


How to tell about 57 improve- 
ments in the company’s new models 
and still keep the story simple was 
the tough problem of Champlain 
Co., Bloomfield, N. J., rotogravure 
press manufacturer. 

The solution was a mailing piece 
designed like a security certificate 
with ten mock dividend coupons at- 
tached. The ten coupons repre- 
sented the ten groups in which the 
improvements could be classified. 
For example, one coupon carried 








.... editorially conditions buyers 
to read your sales story 


MACHINE and TOOL BLUE BOOK editorial content is 

right for its readers — right for you. It's the preferred 

preneten for busy executives and production men — 

e men who buy or specify your products. Streamlined 

A 4 __ editorial format in convenient pocket-size encourages 

Special report on Lathes a =e reading and constant use — gives you a receptive, 
Clamping irreguler pieces Sa ready-made audience among the influential men in the 


Automatic riveting | industry. 
How's Business? | #) 
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Plus Values 


@ Circulation verified by Western Unien 
through its 1,642 offices in U.S. industrigt 
centers. 


@ More then 95% of circulation is personal- 
ized. 








@ Pioneer publication with controlled circule- 
tion. 

@ Published monthly for 46 years. 

@ Front cover used for merchandising editorial 
content. 

@ Sqvere back binding makes book easy to 
use and read. 

@ Special binding permits use of 7”x10" plates 
@s unbroken spreads. 

@ Low cost per thousand circulation. Pro- 


Here are the d duces results. 
FACTS... 


i booklet 
jn a num- Read by the right men in the right places with a total monthly 
Lor of individuals readership of 136,000 among administrative, engineering and 
production men. You need the power of the BLUE BOOK to sell 


agen Bao a rec E BO the huge metalworking industry. 


they like to read in 


ads, readers per copy, = ° ] ¢ 
ot a aot MackineadToot BITE BOOK 
acts. 
Write for your copy. HITCHCOCK PUBLISHING CO. © WHEATON, ILLINOIS 


Yow mare than ever~The Readbook of the Metalworking Industry 
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* serves does an 


explaining improvements un- 
der the heading, “Printing Press 
Control.” The “certificate” looked 
valuable, aroused interest. The com- 


copy 


plete sales story was personalized 
by a company executive's simulated 
written message paper-clipped to 


the certificate 


Hollywood press book pushes 
McCulloch engines and tools 


The press book, that collection of 
publicity stories and pictures com- 
monly used in show business, has 
been adapted to the uses of Mc- 
Culloch Motors Corp., Los Angeles 
ruarer of light-weight engines and 


The kit 


tains a personal letter, seven re- 


engine-driven tools. con- 
leases, two ad proofs and 34 8x11” 
glossy prints 

The kit, which is mailed to pro- 
furnishes  in- 
and 


customers, 
about the company 


spective 

formation 
its subsidiaries on such subjects as 
products, personalities and employe 


relations 


Fertilizer company turns 
handicap into an asset 


The Spencer Chemical Co., Kan- 
sas City maker of ammonium ni- 


trate fertilizer and ammoniating 
solutions has proved that a handi- 
cap can be turned into an asset. The 
fertilizer industry the company 


annual volume, of 
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business in excess of $1 billion 
through 156,789 outlets of 
various kinds, but does not have an 


retail 


accepted business publication of its 
own. Mailing list houses are un- 
able to supply a mailing list of fer- 
tilizer dealers. 

To provide a medium that will 
the Spencer story to its 
trade, the company has launched 
an external publication to 
every store proprietor handling fer- 
tilizer. Editorial will be 
designed to help fertilizer dealers 
do a better selling job and its pres- 
pictures, 


pinpoint 


house 


material 


emphasize 
The experi- 


entation will 
captions and drawings. 
ence story will be stressed. 

Although the 
no advertising is 


publication is a 
con- 
other 


give-away, 


templated from Spencer or 


fertilizer manufacturers 


Huber publishes its largest 
tion ..60 pag 





company publi 


One of the largest single issues 
of a magazine published by an in- 
dustrial company has been distrib- 
uted to its customers and employes 
by J. M. Huber Corp., New York 
maker of printing inks, carbon 
black, chemicals and other products. 

The publication, “Huber News,” 
put out a 60-page issue . . designed 
to impress customers through sheer 
bulk. The issue included 101 pho- 
tographs and art reproductions to 
explain inks and their uses in pub- 


lishing and packaging. The bi- 
monthly is published for Huber by 
Fred Wittner Advertising, New 
York. 


Television gives facts fast 
at annual stockholders meeting 


Television permitted stockholders 
to tour their plant from their chairs 
at an annual meeting of Foote Min- 
eral Co., Exton, Pa., producer and 
processor of rare mineral ores and 
chemicals. 

Closed circuit television was in- 
stalled by RCA Victor. Four field 
cameras strategically placed around 
the plant enabled the stockholders, 
who were comfortably seated in the 
cafeteria, to view various manufac- 
turing operations then in process. 
A televised film showed quarrying 
and processing of ores in Africa and 
at the company’s mines in North 
Carolina. 

The “tour” was conducted by L. 
G. Bliss, vice-president, who was 
brought to the television screens by 
a camera trained on him in his tem- 
porary headquarters in the monitor 
station. 

Commenting on the “TV tour,” 
Mr. Bliss said: 

“It provides a unique means of 
showing stockholders what is being 
done with their money and how 
their investments are being pro- 
tected and enhanced, without wast- 
ing their valuable time and energies 
and those of company officials. It 
makes possible a dramatic vignette 
of a company’s operations. It may 
even be found practicable for com- 
panies with plants in different cities 
to bring live television pickups from 
various plants to a_ stockholders’ 
meeting in any one convenient loca- 
tion.” 


Plant maintenance man (left) gets set to 
beat the clock” at the exhibit of Sylvania 
Electric Co., New York, at the Philadelphia 
Plant Maintenance Show. Contestants 
won a carnival cane if they beat the time 
limit required to take down and reas- 
semble the Sylvania industrial lighting fix- 
The idea was taken from the com- 
Roxanne, 


ture. 
pany’s TV show, whose star, 
is provocatively shown in the life-like cut- 
out with ‘tease’ copy. 








9 5 2 A modern technologist operates this mass 


me Oe i 

A tireless scientist 
worked alone ina 
Commercial Solvents 
Corporation laboratory 
in acorner of the 

Terre Haute plant, 
making fundamental 
discoveries upon which 
many present-day 
products are based. 


spectrometer, a complex analytical instrument 
composed of a multitude of electronic equipment 
and precision glassware. It perjorms completely 
automatic analyses, rapid «and accurate. 

The cost today: about $30,000. 


Always a Step Ahead of Progress 


Commercial Solvents Corporation has kept 
a step ahead of progress by realizing from the 
start that research is the foundation upon which 
the health and growth of their business depends. 
At Terre Haute, their laboratories have grown 
into a modern research center, where the very 
latest in analytical and control instruments—the 
mass spectrometer, infrared spectrometer, radia- 
tion counter and molecular still—now complement 
the finest scientific glassware, countless items of 
laboratory equipment and apparatus, and a full 
stock of reagent chemicals. 


These Analytical and Control Instruments, 
too, are a step ahead of progress. At CSC, they 
not only have accelerated research through faster, 
more accurate analysis of chemicals, but also have 


brought to production better quality control and 
higher yields, 


To Sell These Products to the chemical and 
process industries, you must always keep several 
steps ahead of the order. For such purchases are 
developed in the background by professional chem- 
ists, engineers and scientists, who alone possess 
the necessary technical knowledge and authority. 


ANALYTICAL CHEMISTRY steps ahead of 
progress, and ahead of your sales, too. It alone 
brings to these buyers and specifiers the work- 
material they must have to keep their industry 
dynamic. That’s why ANALYTICAL CHEMIS- 
TRY is the most effective medium by which your 
products can gain full access to this vast market. 


ANALYTICAL 
CHEMISTRY 


The W orkmagazine for Instrumentation, Control and Analysis 





a An AMERICAN CHEMICAL SOCIETY Publication 
Advertising Management: REINHOLD PUBLISHING CORPORATION 


330 West 42nd Street, New York 36, N. Y. 
CHICAGO «© CLEVELAND © SAN FRANCISCO 
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Readership the Only True Measurement 
of Advertising Effectiveness 


MACHINE DESIGN stimulates sales 
because it stimulates its readers. Evidence 
of how well MACHINE DESIGN is read 
can be gained from the fact that every 
month an average of over 2000 indi- 
vidual requests are received from our 
readers for tear sheets of articles from 
the current issue. 


In independent readership studies, 
MACHINE DESIGN consistently occupies 
first place —striking evidence of the publi- 
cation’s effectiveness when compared to 
other design publications. 


Things happen when they see it in Dictating Machine—one of hundreds of electronic devices in which 
the Design Engineer is the key factor for the specification of parts, 


(I fl CH | fy (lk Sich components, materials and finishes. Photo courtesy The Sound- 
Scriber Corp. 
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To get your product specified on equipment, 
machines or appli , your primary sell- 
ing job is to DESIGN ENGINEERS. These 
men are responsible for the design, engi- 
neering and salability of all engineered 
products. For help with their problems, for 
new ideas, for new advantages for their 
products, they read MACHINE DESIGN — 
the only publication edited and written 
by design engineers for design engineers. 








Take ({ Sali Ss Lup Jrom these Me di of Decision ec 


Qualified sales representatives, calling on 
us regularly, piay a vital part in our daily 
planning and buying. To be most effec 
tive, theirs is a continuing service, during 
both the good and not-so-good buying 
umes. As a part of our purchasing policy, 
we see to it that the informed salesmen’s 
wealth of knowledge regarding their 
products is passed along to all key men 
in our organization, where it will help 
our company and theirs,” says W. | 
Young, Purchasing Agent, Micro Switch 
Div., Minneapolis-Honeywell Regulator 
Co., Freeport, Il 


“Though purchasing agents may somie- 
times seem to take jobbers’ salesmen for 
granted, this is not actually the case. We 
appreciate the fact that their frequent 
calls put them in close touch with our 
problems, and their broad product lines 
give them a correspondingly broad busi- 
ness outlook. The salesmen I like to deal 
with are those who put these two factors 
together, thinking in terms of our com- 
pany’s needs,” says F. J. Hines, Purchas 
ing Agent, Gillette Safety Razor Co., 
Boston, Mass. 


Phe salesman who is successful in selling 
to me asks himself before his visit, ‘How 
can I best serve this company?’ He has 
ideas to help us trim our costs and im- 
prove our product. He knows what his 
own products will do, and doesn’t hesi- 
tate to tell me about equipment his own 
firm doesn’t produce. His knowledge of 
methods employed by other industries 
often proves valuable to us. He is, for all 
practical purposes, my trustworthy, effi- 
cient assistant,” says C. J. Koelsch, Direc- 
tor of Purchasing, Fruchauf Trailer Co., 
Detroit, Mich. 


How can costs be cut and products improved? 
38,500 readers of PURCHASING constantly meet this problem 


Foday’s P.A. does more than just buy required raw materials and 


supplies. On the management team, he gathers information on new 


products . . . counsels on market conditions and costs . 


supply situations 


. . advises on 


today and tomorrow. 


Po accomplish all this the P.A. needs information. He relies on both 
your salesmen avd your advertising to supply a good share of it. Make 
certain your advertising reaches him. Use the one national magazine 
written for all industrial P.A.’s and read by 38,500 of them 
PURCHASING — a basic magazine on any industrial advertising 
schedule! PURCHASING, 205 East 42nd Street, 

New York 17, N. Y. Offices in Chicago, Cleve- 

land, Dallas, Atlanta, Los \ngeles. 


When you think of 
selling...think of 
PURCHASING 
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Good, not-so-good and bad ads 
hit readers in textile field 


® THE Most fascinating thing about 
advertising that goes to the textile 
industry is that it just about hits 
every note on the keyboard. 

We can show you advertisements 
in the current issues of the textile 
journals whose grandpappies wore 
the same spoke the 
same words 30 years ago. We can 
show you advertisements that act 
as if their authors were angry at the 
man who invented type. We can 
show you advertisements (signed 
by people who should know better) 
loaded with bromides and silly anal- 
ogies. 

But we can also show you some 


clothes and 


awkward, unprofessional advertise- 
ments with messages well worth 
reading. And advertisements that 
are averagely good . . and that’s not 
too bad. And finally, we can show 
you some advertisements pioneer- 
ing new approaches, a fresh use of 
color and layout, that would be ex- 
citing in any field . . but are doubly 
exciting in the textile field where 
the general advertising atmosphere 
is on the dull side. 
All right, shall we show you? 


Get The Buggy. Pappy . . We're 
not picking on anybody in particu- 
lar. It’s just that these four ads 
that follow represent dozens and 
dozens we have seen where the ad- 
vertiser’s perspective apparently has 
never widened . . just never growed 
up, as Topsy might say. 

For instance, General Dyestuff 


a 


From top: General Dystuff, superficial . . 
Victor, attempt at justification . . Perkins, 
heavy-handed . . Wildman, innocuous. 


Corp. in this color page announces 
a new division, Antara Chemicals. 
And what's the single most signifi- 
cant thing it can say about this new 
Here, read it, “A better 
name for a source of better chem- 
We'll bet you can go back 


division? 


icals.” 
to General Dye ad scrapbooks of 
the 1920’s and find that same super- 
ficial statement. 

Here's another, also a raw mate- 
rials producer, Keever Starch Co. 
This b&w page shows a lot of shot- 
gun shells (just dragged right into 
the act) in an attempt to justify a 
headline, “Victor Mill Starch always 
uniform.” When we think how 
many chemicals and materials peo- 
ple have tried to ride their adver- 
tising on that “always uniform” 
hooey over the years, we shudder. 
Opening copy always starts out (as 
this one does) . . “Whether it’s in 
shooting or slashing. 

This machinery ad typifies glory 
knows how many hundreds of tons 
of machines that have been, and 
are still advertised this heavy- 
handed, unimaginative way. For B. 
F. Perkins & Sons, it says, “Perkins 
points with pride.” This head un- 
der a silhouette halftone of a new 
Perkins Hydraulic Rolling Calen- 
der. Much involvement in layout 
with black backgrounds, gray Ben 
Days with little bitty “Perkins” all 
over them, white mortise for text, 
shaded lettering for signature. Heck, 
maybe some engraver did this ad! 

Wildman Mfg. Co., another ma- 
chine builder, puts out the same 
kind of puerile pap. Up at the top 
there’s one of those powerfully in- 
nocuous statements like, “When 
management and production rec- 
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Masonite Corporation 
Hardboards and other products 
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Curtis Companies, Incorporated 
kitchen cabinets, windows, doors, and woodwork 


There is no substitute for successful 


One question tells you more about a man—or a company— 
than any other: “What is your experience?” 
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National Woodwork Manufacturers Association 





The Buchen Company answers: 29 years of advertising 
durable goods and capital services— nothing else. Concen- 
trating so long in this one field, The Buchen Company 
knows far better than most the special problems of durable 
goods selling—and the special ways to meet them. 


Successful? The Buchen Company’s clients are among the 
most successful in their fields. In your own field, be it durable 
goods or services, we believe that there is no equivalent else- 
where for the experience you will find here. 


C. A. Dunham Company 
heating systems and equipment 


Chase Bag Company 
Impervitex roofing material 
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The Hobart Manufacturing Company 
KitchenAid home dish hers and appli 





Wood Window Program 
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National Committee For LP-Gas Promotion 


Ponderosa Pine Woodwork 
liquefied petroleum gas for heating and other uses 


Wood Conversion Company 
Balsam-Wool insulation 


experience i 
gg J tala Weed Tile ond Plesk! 


in Advertising 


Drulding Vnodlitla. for instance 


Here are clients of The Buchen Company 
who serve the building industry—and typical 
advertisements which The Buchen Company 
prepared for them. 








Company 
Nu-Wood interior finish, sheathing and lath 
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New Castle Products 


5 Fairbanks, Morse & Co. Crane Co. 
Modernfold doors and partitions diesel engines, electric motors, pumps and water systems valves, fittings and pipe 





Specialists 

in durable goods and 
services for home, 
farm and industry 
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BUCHEN COMPANY DAILY NEWS BUILDING, CHICAGO 
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| Get the one speed reducer 
that best fits your job tay 
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RAISE production. LOWER costs 
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for outstanding 
service 


Duty Steom Dryin 





Lantlemen, may F say afew “” 


Van Viaanderen Machine Co 





ors 
~~ 


eed 


mpany 





ognize the need for a versatile ma- 
” then, the punch line, “This 
Shall we continue? 


chine 


is it!” 


Cold Oatmeal . . 
copywriters 


Why 
have so much 
this racket 
when the guys with jobs are grind- 
ing out stuff like this: 

Cleveland Worm & Gear Co 
Two-color page with a headline that 


should 
young 
into 


trouble breaking 


says they shall not pass into the 
body of the ad, that is. 
ity worms and gears to meet your 
needs” is what it says. In all these 
years of working at industrial ad- 


“High qual- 


vertising have we come no further 
than this? 

Link-Belt hardly does better with 
this, “Get 
that best fits your job!” Good God- 
frey, what the hell else would the 
buy? Of all headlines, this 


the one speed reducer 


man 
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brand that so blandly states the 
obvious, really burns our buttons 
off. 

This gripe also goes for Richards- 
Wilcox with its, “Raise production 

. lower costs with Zig-Zag Power 
Conveyors.” And doubled in spades 
for Whitney Chain’s, “Increase pro- 
duction, improve products, reduce 
power transmission costs.” 

Some genius, working for the 
New York & New Jersey Lubricant 
Co. dreamed up this dilly, “Per- 
formance Tested.” If every copy- 
man who ever used it were to drop 
dead in his tracks right now, who 
would be left? 

You may accuse us of quibbling 
on this Crane Co. page, but it seems 
to us out of its good case study 
text there’s a better headline than, 
“For outstanding service.” Even, 
“Another Crane case history” would 


Richards-Wilc obvious 


x & Whitney. . 
but VanVlaanderen . . nope 
be better. Or, “8 years, no repairs!” 

William Powell Co. has a hand- 
some poster-ish layout in two col- 
ors, spent a few bucks to make an 
attractive presentation of its prod- 
uct. Then the copywriter short- 
changed the layout man with, “First 
to last . . Powell Valves.” 

The fact that a manufacturer is 
50 years old should not permit him 
to act stuffy or senile. If the head- 
man at the Van Vlaanderen Ma- 
chine Co. wants to thank his cus- 
tomers for their orders, and boast 
a bit, that’s his business. If he 
wants to sign off the ad, that’s his 
business. If he wants to put his 
picture in the ad, that’s also his 
business. But when he takes up 
almost three-quarters of the ad with 
his mug, and puts a gold frame 
around it to boot, that’s like speak- 
ing too long at your own birthday 





This mud 


is PAY DIRT 


for Construction Equipment advertisers! 


On the job! That’s where the contractor is to be found. That’s where most 

of his buying decisions are made. So field equipment salesmen, who must 

keep in close personal contact with their customers, get mud on their shoes. 

It’s pay dirt for them ... and pay dirt for the construction equipment advertiser. 
For these salesmen—more than 800 of them—are also Construction 

Equipment’s ‘‘circulation force.’’ From their intimate local knowledge 

Construction Equipment circulation is built and maintained. Copies are 

sent to the key customers and prospective customers designated by these 

salesmen in each construction center...copies paid for by 95 distributors of 

construction equipment across the country. What’s more, subscription lists 

are constantly revised to assure an absolute maximum of live readership 
Advertiser after advertiser has hit pay dirt in the pages of 

Construction Equipment—-the magazine that reaches the hard-to-reach 

buyer of construction equipment, wherever he may be, at the time 

when he is most likely to buy .. . on the job. 

4 Conover-Mast Publication, 205 East 


,2nd Street, 


New York 17, N.Y. 
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do you know 
about these 


they can help you make it 
easier for your prospects 
to buy your products 


You can order these catalog design, 
production, or distribution services 
separately, or in any combination, as 
your needs require. 


Sweet’s is in the business of helping industrial 
marketers put the right product information in 
the right forms so as to get it used the way they 
want it used by the different groups of buyers that 
comprise these five markets: 


a plant engineering : 
If the buyers of your products are in one or more 


- se alien _ of these markets, Sweet’s can give you expert as- 
“ chica lliatatiatien, sistance that can help you get the most out of 
— your catalogs. You will get not only the benefits 
EE light construction of our long experience in the development of new 


Sweet’s Catalog 


ers and distributors of manufacturers’ market-specialized catalogs 
DIVISION OF F. W. DODGE CORPORATION 
119 WEST 40TH STREET, NEW YORK 18, NEW YORK 





> $, pr 





techniques of catalog design and organization— 
you will gain the advantage of our first-hand knowl- 
edge of the buying practices and information needs 
of buyers in each of these five markets. 

Sweet’s catalog specialists stand ready to help you 
design, produce or distribute your market -special- 
ized catalogs. Our services cover the entire range 
of catalog procedure—starting from the planning 
stage and ending with printed copies open under the 
eyes of your prospective buyers. You may order 
these services separately, or in any combination. 
Year after year Sweet’s handles more catalogs 
than any other organization—in 1951, over thirty- 
eight million copies. 

Whether your problem is one of catalog content 
and format, or of good printing at reasonable cost, 
or of catalog distribution to cover your market ef- 
fectively, or simply to get relief from a vast 
amount of time-consuming work—you will find 
the help you need in the Sweet’s organization. 
The Sweet’s District Manager in your territory 
will detail these services in terms of your partic- 
ular requirements. Call him in for a discussion of 
your catalog needs. 


New York 18—119 West 40th Street—LOngacre 3-0700 
Boston 16—31 St. James Avenue—HAncock 6-0700 
Buffalo 2—70 Niagara Street-—CLeveland 8200 
Chicago 54—700 Merchandise Mart—WHitehall 4-4400 
Cincinnati 2—American Building— GArfield 2800 
Cleveland 15—1422 Euclid Avenue—CHerry 1-7256 
Detroit 26—548 Free Press Building—WOodward 1-2745 


Los Angeles 17—1709 West 8th Street-—DUnkirk 3-1177 


Philadelphia 7—1321 Arch Street—LOcust 7-4326 
Pittsburgh 19—411 Seventh Avenue—ATlantic 1-8220 
St. Louis 1—721 Olive Street-—CHestnut 7388 
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a) 


here is how Sweet's 
can work for you 


You may order those services sep- 
erately, or in any combination. 


catalog design —sweer's design de- 
partment is staffed by experienced consultants, 
technical copywriters, draftsmen and artists. 
Your individual requirements, whatever they 
may be, receive individual treatment by men 
specially trained for this work. 
plan—consultation and analysis of products 
and markets; determination of catalog’s objec- 
tive, scope, content and distribution. 

rough dummy-—outline of content and format. 


finished dummy—complete content and for- 
mat specifications, ready for production, 


catalog production —secavse of 
the great number of manufacturers’ catalogs 
handled, Sweet's can offer the economies of 
quantity production with no sacrifice of quality. 
Sweet's will take complete charge of the exe- 
cution of orders for any or all of the following: 
drawings, photographs, engravings, type com- 
position, -electrotypes, printing and binding. 


catalog distribution—sweers 
services are available for either of two types of 
catalog distribution—individual or pre-filed—to 
selected organizations and individuals repre- 
senting the bulk of buying power in the con- 
struction or manufacturing fields. a 
individual distribution—by purchase of ac- 
curate lists compiled by Sweet's, or by using 
Sweet's mailing facilities. 

pre-filed distribution—by having catalogs 
filed in bound, indexed collections (files) of 


manufacturers’ catalogs. This method has the — 





advantage of keeping catalogs instantly acces- 
sible at all times in prospective buyers’ offices. 


ee 





Free. This booklet describes 
how Sweet’s services help 
manufacturers improve the 

, effectiveness of their catalogs. 


Service 


April 1952 /8s 





t 


ai 
Pd 
at 


gi 


He's @ greot End 





CORK PRODUCTS REFINING CO 





Speaking of 


picking beavties- 





HOLE A CRAB FORD 
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party. 
guy. 


He's probably a very nice 
there’s a twinkle in his eye . . 


Choose Your Sport. . What's your 


game, chum? 

For football 
Try this 
page, 


you're 
Textile Machine 


“He's a great end.” 


football picture. 


a meatball? 
Works 
Yup, big 











How many times 
have you oiled your 
conventional spindles since 


see pee omy 


e 
1945 








PLATT’S M-S-2 othe Air 


Slap happy over harness racing? 


Try this Crompton & Knowles page, 
“Are your C & K Looms condi- 
tioned to keep their stride?” Yup, 
there come the trotters around the 
track, good old number 5 out in 
front. What, you bet on 11? Tough, 
old boy! 

Don't stick to 


have to sports 


| Rieter “Twin-Sliver’ Drawing Frame 


i No tangling 


No binding 


PARALLEL 








Come along with Corn Products Re- 
fining Co. and get yourself stuck 
in a rowboat. Or as they put it, 
“Production problems got you up 
a creek?” 

Like babes better than boats? 
Get palsy with Dayton Rubber, 
“Speaking of picking beauties, take 
a look at this redhead!” Pitcher? 
Yup, you bet . . a redhead in a bath- 
ing suit. Red, yet! 

Maybe you like babes with their 
skirts above their knees, swinging 
in the breeze. Boger & Crawford 
are right here to please if you'll 
“Swing to B&G spun nylon yarn.” 

You a card player? We don’t 
care, we still say shame to Socony- 
Vacuum for this color page, “You 
can’t beat this wool oil deal!’ You’re 
holding a royal flush, matched only 
by our embarrassment that some 
big city writer would dare dig up 
this oldie. Hie ye to the smallest 
hamlet with a print shop. Look 
over the printer’s book of stock cuts 
or red hot direct mail ideas. Hun- 
dred to one you'll find this ad. 

It’s hard to believe in this pro- 
gressive, enlightened year of 1952 
that stuff like this is still going on. 
Nothing more we can say about it. 
It writes its own drastic criticism. 


Steady Pay-Off . . Happily, in the 
textile industry (as in most basic 
industries) there is a core of ad- 
vertising that is consistently work- 
manlike and useful to the reader. 
Seldom flashy, never sensational, it 
just goes its quiet way paying off. 


*This Saco-Lowell page is a good 
example. Unexciting layout, but a 
purposeful headline’. . “How many 
times have you oiled your conven- 
tional spindles since 1945?” Text 
is a report on an engineering test. 
Good. Bar chart right below it 
shows spindle re-greasing require- 
ments on a 2-shirt basis. Windup 
is an offer: 

yuest jineer wl 
peration 
ate the 


y New Era 


make < 
f your present spindles 
advantages 
We think this rates our first oK 
AS INSERTED to a textile field adver- 
tiser, A. K. LANDAU, Saco-Lowell, 
Boston 
Platt adver- 


Bros. (A_ British 





Everybody knows where this 


“Great Lady” 


can be found... but 


do all your prospective customers know 
where to find your local distributors? Make 
it easy for them by using national Trade 
Mark Service in the ‘yellow pages’ of the 
telephone directory. 


Trade Mark Service features your trade- 
mark or brand name in the ‘yellow pages’ 
over the names, addresses and telephone 
numbers of your local distributors. This 
identifies your distributors with your 
national brand advertising ...and helps 
eliminate brand substitution. 


Ask the Trade Mark Service represen- 
tative how national Trade Mark Service 
can be custom-tailored to your markets. 





aby 4 

Bed 

For further information call your local telephone business offi 
or see the latest edition of Standard Rate 
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tiser) shows the same quiet effi- 


ciency in its page, “Stronger roving, 
fewer ends down.” Good solid piece 
of “what it is, what it will do” copy 

We'll say the same for American 
Textile 


page about the 


Engineering and its color 
Rieter Twin-S'iver 
Headline promises 
every 
That's the kind 
of specific appeal any industry man 
likes 
Link-Belt 
color page, “Ask 


Drawing Frame 
“No tangling no binding 


fibre stays parallel 


redeems itself in this 
these 
There 


and each is as well dis- 


yourself 
speed reduction questions.” 
are three, 
played as the head. And most spe- 


cific 


Taylor Instrument Companies 
(sometime we must find out how 
come the plural) are at their best 
with this kind of stuff. A picture 
spread about an installation, big 
news head, “100° Taylor Control 
at new Harris, S. C., plant!” Two 
swell photos, tight text detailing the 
Taylor controls 


operations with 


Excellent! 


Colorful Color . . Sandwiched in 
among some of the mediocre mate- 
rial in the textile books are some 
of the most colorful and inspiring 
advertising we've seen in any busi- 
ness book 

Franklin Process (who say they 
are the largest package dyers in the 
world) have a four-color process 
job on heavy filled 
with bolts of colorful yellow, red, 
blue and gray plaids. Titled “Color 
sells textiles” they rely on pictures 


coated stock, 


for even 
“Color like this 
cannot be described in thousands of 
words . . 


to do what words cannot . 
their short text says, 


yet it tells its own story.” 
It sure does! 

National Aniline (a division of 
Allied Chemical & Dye) also in full 
color, shows a couple of swatches 
of fabric (dyed with its Carban- 
threne Red FBB) against a simu- 
Very 


Copy says nothing more 


lated pine panel background. 
effective 
than, “For vat dyeing . . for vat 
Then 
bright 


printing . . cotton and rayon.” 


goes on, “Produces clear 
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Yer. LINK-BELT beilds all 3 
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Link-Belt most specific 


Franklin or tells it National 


shades with excellent all-around 
No superlatives or sugary 
Nice. 

Chemical Works 


a dye producer) puts a fashion ap- 


fastness.” 
adjectives. 

Sandoz (also 
peal in its two-sided, two-color in- 
“Benedic- 
tine.’ Fashion note in the head- 
Sandoz 
Benedictine, a luscious 
golden spice.” Nicely handled art- 
. fashion sketch of a gal in a 
two-piece Benedictine en- 
semble. This page is about wool. 
Then there’s an arrow, “For light 
fastness in rayons and cottons, too” 


sert, selling a new shade, 
line, too, “For Spring 
forecasts 


work . 
smart 


. and you turn the page and find 
Sandoz selling, “Pyrazol Fast Rubine 
BLN” (Wonder what those fancy 
dye names with a_ nice, 
handled color sketch of a 
man and another gal, straight pitch 
on the product, and an effective 
sign-off, 
textiles.” 


mean?) 


loosely 
thinks ahead in 


“Sandoz 


Better, Best . . We like 
Chemical’s 


Ni ypco 


way of demonstrating 


Aniline 


nel TAYLOR CONTROL .. 
doer 


Tayler lnstowmeonts 


ACCURACY FIMST 


Taylor excellent 


effective 


that “Killing static is not enough” 
with a series of questions prefixed, 
“If you can’t say Yes to these ques- 
tions, your present anti-static agent 
is doing only half its job.” 

We give James Hunter Machine 
a big “E” for Effort in its series of 
pages, “Hunter Pointers.” This ad- 
vertiser uses about 80% of its space 
for little squibs lifted from various 
publications, reserves the lower 
right corner for a bold-faced news 
item about one of its products. We 
think it might be more valuable to 
Hunter if all the items were textile, 
but anyway it’s an original idea and 
that’s all to the good. 

Ideal Industries keeps out of the 
rut of the commonplace with a good 
“stopper” headline, “This picture 
can be worth $1000 per drawing 
frame to you.” Is this on the level, 
boys? 





Buchanan increases 
its advertising 


»oe- because of 
exceptional results 


gr eorenerst [ UyeSBUCHANAN mz 
Purchasing Dir- A quacrmcas pmooucrs conponanion “77 
ectory has con- 

clusively proven 


of exceptional - Suine Meme geueni0 
value in leads 2 At Ai bertoenerss i oiabennias 


2 CONOVER-MAST PURC: / DIRECTORY 
from leading ADVERTISING IN 1952 CONOVER-MAST PURCHASING DIREC 


CONOVER-MAST PURCHASING DIRECTORY, im which we have been 








plants.’’ 


—Jemes ©. Johnson, Merchandise 


Mgr., Buchanan § Electric Products i 4 lends. teem ta: i in duction, 
Corp., Hillside, N.J., in a bulletin to it — poe v?P f 


advertising for the past several years, has very conclusively proven to be of ex- 








purchasing, and engineering departments of the leading industrial plants through - 
Buchanan’s success typifies the 
results being obtained by 2,300 out the country. 


advertisers who are increasing 
their industrial sales by — We have, in view of past results obtained through advertising in this 


—getting point-of-purchase con- directory, decided thie year to use even larger display space. We attach proofs of 


tact with practically every 
worthwhile plant in the coun- 
try — through the Conover- 
Mast Purchasing Directory. 


ads to be carried under classification headings of Bushings, Insulated; Blocks, 





Terminal; and Connectors, Wire and Cable. 





To find out how to put its great 
selling power to work for you, 
producing a steady flow of orders 
and inquiries, write to - 











Conover Mast [CONOVER-MAST PURCHASING DMECTORY ONES 


THAN THE NEXT DIRECTORY TOTAL 


CIRCULATION 
CMPD oe ee min ed 2,852 25,011 CCA 


19,943 ABC 


THOMAS 
DIRECTORY REGISTER 


MacRAE'S |= 13,899 3i 18,354 CCA 
737 NORTH MICHIGAN AVENUE, CHICAGO 11, ILL — - 


MANUFACTURING CIRCULATION [EI au omer [| 
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WHAT MAKES THIS, 
MOLDING PRESS SAFE 
AT GOO-TONS PRESSURE? 


LIMIT 


THE ANSWER IS: 


SWITCHES 


This is a plastics injection molding machine . . . 
huge, inherently slow-moving, potentially danger- 
ous. But three heavy-duty limit switches make it 
simple to move the great die to closed position— 
fast ... operate a toggle clamp that locks it into 
place . .. then start the injection system that shoots 
in molten plastic under tremendous pressure . . 
all with safe, sure positive action, precisely timed. 
Today, these heavy-duty precision limit 
switches start, stop and reverse all kinds of machine 
tools, textile machines, printing presses. They smooth- 
ly interlock the mechanical and electrical functions 
of machines. They serve as safety devices to limit 
overtravel of such things as cranes and hoists . . . 
greatly expand the application of electronic auto- 


matic controls. And they're sensitive and exact far 
beyond the capability of the average machine 
operator. 

For the men who must put limit switches to 
work, the editors of ELECTRICAL MANUFACTURING have 
done a fine job of organizing switch data by type 
and function . . . evaluated the different units for 
different uses . . . reviewed their electrical and 
mechanical characteristics. They explore the sub- 
ject from every angle, give engineers and designers 
a priceless reference source and a lively inspiration 
to new applications to all kinds of electrically 
operated machines, appliances and equipment. 

ELECTRICAL MANUFACTURING reviews the charac- 
teristics and applications of limit switches because... 


ivSs AN Lec Fomechanica/ erosrem 





THIS STORY HAPPENED to be about limit switches . . . and an injection 
molding press. The topic might have been magnetic amplifiers . . . 
or servomechanisms . . . or insulation. The end products could 
have been a bread slicing machine, an arc welder or refrigeration 
unit. For all these products have problems in common, and the 
men who design them need a continuing source of data on the 
electrical and mechanical properties of the products and materials 
on the market—and how to use them. They need the rewarding 
experience of learning from the solutions that other engineers 
have found to problems currently on their own drawing boards. 

It is ELECTRICAL MANUFACTURING's function to give men 
engaged in design engineering the continuing stream of informa- 

é ee or tion they need. And since these same men also buy and specify 

wth 480-ten Govleddns the vast quantities of materials, component parts and equipment 

pressure. required to make electrically operated machines, appliances and 
equipment, ELECTRICAL MANUFACTURING shapes the whole 
field into one big market . . . right at the specifications level. 
That’s why ELECTRICAL MANUFACTURING is such an effec- 
tive advertising medium. It’s the information and idea source 
for over 13,000 designers and engineers in over 9,000 plants. 
It’s the place to sell America’s most dynamic market. 








WHAT...HOW...WHY? 


Every issue of ELECTRICAL MANUFACTURING covers a wide range 
of design and engineering problems. In the current issue you'll find . . . 


LAA cake How to match motor characteristics to compressor 


Three different types of cam- as ge xpos al : ~ vacukaidin, desde . 
operated tml switches for loads and hold winding temperatures within safe limits. 


link-end control of the molder. SU maC rts How to apply the new glass-reinforced 
alkyd molding compounds. 


How automatic turret positioner was designed 
into a turret punch press. 


How to evaluate methods for making electrical 


connections to atmosphere-protected components. 


Wiha taht How to set up a materials availability 
index for long-range design planning. 








Electrical 
Manufacturing 


THE GAGE PUBLISHING COMPANY 


1250 Sixth Avenue, New York 20,N. Y. + Publishers to Industry Since 1892 


THE DYNAMIC MAGAZINE OF A DYNAMIC MARKET 
CCA 


ga 
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Killing $<®¥¥c is not enough 


7 unter Pointers. = 


This Picture can be Worth 
$1,000.00 per Drawing Frame to you 





JAMES HUNTER MACHINE CO 











Pete! Mig rmmen' and Symchrane stron 


fo Fretion or Wear on Bearing 


fatra Width Hardened and Ground Fluted Section 


qowr beat buy 4 nearby 
FORRINGTON NEEDLES 
~ comple Mtocks close ot hand 


industries, Inc. 
Bessemer City, 4. 











anOaes 


. “ll 


TORRINGTON 





Comparisons are continued under 
bold subheads 


One of the advertising tasks of 
The Torrington Co. is to sell a pro- 
saic product like needles. This it 
does adroitly with one side of an 
insert (Torrington bearing on the 
back), capitalizing on the distinctive 
red and green container. Here in 
this ad little facsimiles of the pack- 
age are used as tacks on a map to 
show stock points for Torrington 
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Check Straps 


Harness and Jack Strog 


rr ’ 
al 


Tanners Fiat Leather Belting 


J. RHOADS & SONS 
REPRESENTATIVES 10 
THE TEETHE (MOUSTRY 





MARHEN PROCESS 


4 Respecied Memos 9! ae (he 


as hit 
| 
NY 
L\ 
< Ty 


’ GENERAL DYESTUFF CORPORATION 





Another (in the “for want of a nail, 
the shoe was lost” vein) in attrac- 
tive display plus well suited match- 
ing illustrations says. . 


king 


Three lines of copy. And that’s 
about all any man could say. 

Most times advertisers forget their 
J. E. Rhoads & Sons are 
ones who haven't. In a column 
adjacent to a regular product ad, 
they introduce their representatives, 
and what's more they do it gracious- 
ly and informally. A. S. Jay, for 
instance, is “Always ready to lend 
a hand to help solve the problems 
of Southern Textile men.” J. H. 
Millar is “An old hand with the ap- 
industry.” 


salesmen. 


plication of leather in 


And so it goes. And good! 

In a house organ type presenta- 
tion the Calco Division of American 
Cyanamid does a colorful, inviting 
job with its “Calco Dyelines.” One 
page, heavy stock, multi-color 
in fact, a lively yellow background 
helps spark its nicely handled copy. 

And speaking of color, here’s 
General Dyestuff with some good 
straight-on-the-line selling pre- 
sented in b&w on a brilliant red 
background. This is on the “Marken 
Process for controlled vat dyeing.” 
We like it particularly for these 
“reasons-why:” 


Eliminates improper balance of chemical 
assistants 

Prevents over reduction of sensitive vat 
iyes 

Yields batch to batch uniformity 


ibstantial economies in the consump- 





behind 


this cover 


are hundreds 


of training films 


to help you do 
a better job 


Show Your Film with the l6mm. 
Kodascope Pageant Sound Projector 


Films are screened with unusual brilliance with 
the 16mm. Kodascope Pageant Sound Projec- 
tor. A superb audio system gives unequalled 
sound reproduction from sound film of all 
types. No more oiling nuisance ... it is lubri- 
cated for life. Portable and easy to use, it 
lists at only $400. See or call your Kodak 
Audio-Visual dealer for a demonstration, or 
send the coupon for a free booklet. 


Price subject to change without notice. 


Defense speedups make training films more important to your busi- 
ness than ever. Personnel learn faster, remember longer ... that’s 
why progressive business firms are using audio-visual aids to train 
new defense employees in new skills and production techniques, in- 
creasing worker efficiency and production. 

Nearly 3000 training films already exist to help you with this work— 
all listed in the 1951-52 “The Index of Training Films. Subjects range 
from drill press and lathe instruction to supervisor training of work- 
ers, and personnel management. Nearly every industry is represented 
and most films are available on a “free loan” basis. 

You’re certain to find this book helpful and it’s yours for the asking. 
Simply sign and mail coupon below. 


BUSINESS FILMS... demonstrate, dramatize, train, sell 


er re ey 


EASTMAN KODAK COMPANY, Rochester 4, N. Y. 


Please send booklets: () “The index of Training Films"; 
0 “Kedascope Pageant Sound Projector.” 


NAME 
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If you're selling to the manufacturing industries .. . 


SELL THESE MEN AND 


THE PLANT OPERATING GROUP 


CHIEF ENGINEER 
PLANT ENGINEER 


METHODS ENGINEER 


MAINTENANCE 
SL ZERINTENDENT 


A McGRAW-HILL PUBLICATION, 




















YOU'VE SOLD YOUR PRODUCT 


The industrial salesman is the most important 


and most expensive factor in a selling program. 


That’s why he needs the help of industrial advertising 


VICE PRESIDENT 
in charge of OPERATIONS 


FACTORY SUPERINTENDENT 


PRODUCTION CONTROL 
SUPERINTENDENT 


330 WEST 42nd STREET, NEW YORK 18, N. Y. 


7) 
4 


Obviously . . . if the industrial salesman is to make most 
effective use of his productive ability, he cannot afford 
to devote his valuable time to the dozen and one 
chores which can be more economically done by other 
methods. 


But when properly executed advertising is performing 
its important functions consistently, the industrial sales- 
man can concentrate much more of his limited working 
time on the jobs he alone can do—and do best. 


In the case of the Plant Operating Group, advertising 
has an even greater job to do. For Plant Operating is 
numerically the largest group of management men in 
the manufacturing industries . . . and it is a rapidly 
growing group. 


Manufacturers of industrial equipment, tools, suppliés, 
or services realize that their salesmen, with few excep- 
tions, must sell more men in the Plant Operating Group. 
They realize as well that industrial advertising is the 
cheapest way to contact these plant men. 


That’s one of the reasons, of course, why advertisers 
invested more of their dollars in FACTORY in 1950 
than in any other monthly business magazine. Because 
FACTORY has more circulation and more readership 
among Plant Operating Men than any other industrial 
magazine published. 


PUBLICATION 


Member of Avecieted Business Publications 
end Audit Burees of (irculetions 





C1AMOND FOWER 





There’s a lot to be said for the 
short, direct approach. That’s why 
we like Allis-Chalmers’, “Here's why 
dirt and lint can’t stop this motor.” 
And why we like Industrial Tape’s, 
“Save 3 to 6 yards of warp on every 
beam.” 

Here's a group of four ads that 
stack up copy-wise to the stopping 
power of their headlines: 

Alemite “Are you spending 
$5664 to do a $1417 job?” 

Westinghouse “Smoke 
into yarn?” 

Victor Ring Traveler “Round 
the world 1113 times for $1.00” 

U. S. Stoneware . . “What price a 
drop of acid?” 


spun 


* Now in our windup we want to 
give an OK AS INSERTED to PAUL F 
witTTE, Witte & Burden, Detroit for 
this Diamond Power Specialty Corp. 
ad. 

Using a 
is a fairly 


page, two-thirds of it 
conventional 
Diamond “Utiliscope.” 
Wired television which 
labor, 


accidents, im- 


two-color 
ad on the 
What is it? 
is now saving increasing 
sales, preventing 
proving product quality, etc., for 
other people. But what makes this 
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IT TAKES A LONG TIME 
TO WEAR OUT THESE APRONS 





baby different is a block of text 
on the free column next to this 
product descriptive ad which looks 
like this: 


This is an 

Exploratory 
Advertisement 
Frankly we don't know what uses there 


ure for the “‘Utiliscope’’ (Wired Television) 
n the textile industry . . so in the adjacent 
ad we are simply telling you what it will 


Based on our experience in other 


fields, we suspect there are many places 
in the textile industry where the "Utili 
scope” will improve product quality, save 


manpower, prevent accidents or help in 
rease pr Iuction 

1 want t k into the possibilities 
liscope,”” simply write us for a 
atin 1025L 


ind shows varicus 


which explains the 
applica- 


Please address your request to De 


This was created by a man who 
understands advertising. 


Boost-of-the-Month . . To Arm- 
strong Cork Co. and its agency, Bat- 
ten, Barton, Durstine & Osborn, 
New York, not just for one ad men- 
here, but for a 
stellar performance with words and 
pictures in its textile advertising. 
This 


lively as 


tioned consistent 


spread is representative, 
Life, and bouncing with 
believeability. Look at those pic- 
Read that head- 


tures Agree? 


@ ARMSTRONG'S ACCOTEX APRONS 
‘one of Armstrong's complete line of textile mill supplies 


% Armstrong Cork 











. consistent stellar performer 


“It takes a long time to 
Doesn’t 
Now, 


line aloud, 
wear out these aprons.” 
it have a natural easy ring? 
sample some of the copy: 


Armstrong's Accotex 
Many mill men 
report Accotex Aprons still running satis- 
factorily after five or six years, sometimes 


You can't beat 
Aprons for long service. 


more. 

A Georgia mill, for example, ran a set 
of NO-700 Accotex Aprons on their Casa- 
blanca frames two shifts a day for eight 
years. At the end of that time, they were 
still free from cracks and roughness, still 
running as clean as the day they were 
put on the frames. 

What makes these aprons stand up so 
well? Simply this: Every Accotex Apron 
is made of special synthetic rubbers in a 
three-layer Each 
layer is scientifically designed to do its 
own special job. 


patented construction. 


The outer layer is a seamless drafting 
surface of satin-smooth synthetic rubber 
of a type that runs clean and resists scuff- 
ing. It is specially formulated and treated 
for life-long smoothness. 

The inner layer is another seamless lay- 
designed to resist 
caused by the 


er of synthetic rubber, 
years of abrasive wear 
nose-bar. 

Between these specialized layers is a 
sturdy cord interliner. It holds the shape 
f the apron and prevents stretching or 
Vulcanized together, these 
trouble-free 


curled edges 
three layers make a rugged, 
Be seeing you around. 
The Copy Chasers 











Look around your kitchen 





for | Metalworking products... 








...made in the plants reached by PA 8 4 4 & 





Take a look around your kitchen and you'll appreciate the 
tremendous sales opportunities Metalworking offers. You'll 
be surrounded by products made in metalworking plants. This 
is STEEL’s market... your market for the things you sell to 
help Metalworking turn out more than a hundred billion dollars’ 
worth of products annually. Every week STEEL covers plants 


that account for well over 90% of this huge volume... enters 
more U.S. metalworking plants than any other industrial 
magazine. You are putting your advertising dollars to most 


effective use when you put your product story in STEEL. 


macHinine — BE | MW" STEEL e Penton Building e Cleveland 13, Ohio 


at pune 


Producing this Mixer took metalworking operations 
from casting to assembling... operations required to make 
the countless things of metal that surround you every- 
where. Reaching more of the men responsible for these 
operations is the key to your growing sales opportunity 


The magazine of the men who manage, operate, and buy for the metalworking industry 

















For advertising and 
book rates, write: 
MacRae’s Blue 
Book, 18 East Huron 
St., Chicago 11, Ill. 


Purchasing Officials 
Locate Your Product 
Quickly...in MacRae’s 


Materials shortages make it essential to find new 


sources—fast! Most best-rated firms prefer the 


most accurate, most accessible industrial direc- 
tory and reference medium— MacRAE’S BLUE 


BOOK, containing all the information they need 


ALL in 
ONE BOOK 


MacRAE'S 


BLUE BOOK 


America’s Greatest Buying Guide 





454 agencies, 415,897 pages 


continued from page 41 





pag 
1951 


es 
1950 





1 Adv er Agency 
I , Advertising Agency 
Wi lson, Advertising . 


Co. 
Organizatio on 


Buckner, Craig & Webster Advertising Agency 


Burke, R. J., Advertising . 


Burlingame-Grossman Advertising Agency 


Burnett, Leo, Co. ........ i 
Byer & Bowman Advertising Agency 


Callaway Associates . 
Campbell-Ewald Co 

Carpenter Advertising Co 

Carr, Clinton D., & Co 

Carter Advertising Agency 

Case, Roger T., Associates 
Cayton, Inc 

Central Advertising Agency 
Central Art Studios . 

Chambers, W. Craig, Inc 

Chirurg, James Thomas, Co 

Clark, Darwin H.. Co. . 

Clark, Robert E., Advertising Agency? 
Clausel, Calvin L., Jr., Advertising 
Cocktfield, Brown & Co., Ltd 
Colle, Alfred, Co. 

Comstock & Co. 

Compton Advertising, Inc 

Condon Co = faa 
Conley, Baltzer, Pettler & Steward 
Copeland, Allan J., Advertising . 
Cormack, J. A., Advertising 

Cox Advertising Agency . 
Cramer-Krasselt Co. 

Critchfield & Co 

Cummings, Brand & McPherson 
Cunningham & Walsh 

Curtiss, Sper.cer, Inc. 


Besa BSS 


ne 
— 
= 
a 


307 
225 
342 

39 
107 


882 


Davies & McKinney 
Davis, Charles H 
Davis-Greene Corp 
Davis, Henry L., Co 
Davis Press 

Davis, Wallace & Co. 


Dicklow Advertising Agency 
Dobbins, Woodward & Co 
Doe-Anderson Advertising Agency? 
Doherty, Clifford & Sheniield* 
Dombrower, Ralph L., Co. 
Donahue & Co spose 

Doner, W. B., & Co. 

Doremus & Co. ..... . 

Dowd, Charles F., Inc. 

Doyle, Dane, Bernbach 

Doyle, Kitchen & McCormick . 
Dozier-Eastman & Co. 

Droke, Maxwell, Inc., Advertising 
Dwyer & Devoy 


238 2B8388e 


Eastman, Scott & Co 
Eddy-Rucker-Nickels Co 


**Not available “new agency 

2Formerly Clark & Weiss Agency 
3Formerly Construction Advertising Service 
41950 figures estimated 

"Space for 1950 not comparable 
until 1951. 

Former company, Dozier-Graham-Eastman 


144 


123 


partnership 
through 1950, dissolved into two separate companies 


146 
738 
83 
,242 
274 
54 


782 


936 


029 


Dozier-Eastman & Co. not formed 


operating 





171 
133 
316 
319 
351 
119 


FitzGer 


Foehl & Beck Advertising 
Foltz-Wessinger 

Food Research & Advert 
Foote, Cone & Belding 
Fort & Co 

Foulke Agency 

Fox & Mackenzie .... 


Albert Frank-Guenther Law 
Frankei, Jones, Co 

Frankel, Norman, Advertising 
Franklin & Gladney 

Frederick, Franz & MacCowan 
Freiwald & Coleman 

French, Oakleigh R., & Associates 
Freystadt, E. M. Associates 
Friend-Krieger Advertising Agency 
Fritsche, W. J., Co., Advertising 
Frost, Harry M., Co., Advertising 
Fuller & Smith & Ross ..... 

Fulton, Morrissey Co, ..........+ 


Gallagher, Robert A., Advertising 
Galloway-Wallace Advertising Agency 
Galloway, Wendell C., Industrial Advertising 
Garrison, W. W., & Co 
Gates-Bourgeois Advertising Agency 
Gemmer Associates seies 

Gibbons Advertising Agency 

Gillham Advertising Agency 

Gittins, Bert S., Advertising . 

Glenn, Jordan, Stoetzel 

Goerl, Stephen, Associates 
Goldberg, Nate, Advertising Agency 
Gonda, Francis D., Co 

Goodkind, Joice & Morgan 
Gordon-Allison & Co 


Grant & Wadsworth 

Graves & Associates 

Gray & Rogers 

Gray, Charles M., & Rusocilas 

Gray, Russell T., Inc : 
Greenhaw & Rush 

Gregory & House 

Griffith & Rowland 

Griffith-McCarthy 

Grimm & Craigle 

Griswold-Eshleman Co 

Gross, Stanley S., & Associates 

Gruber, Art, Associates, Advertising 
Guenther Associates 

Gundel, Torkel, Advertising 

Gutman Advertising Co., Wheeling, W. Va 
Gutman Advertising Service, New York . 


Hall, Raymond, & Co 
Halpin, John L 

Hamilton Advertising Agency 
Hammer Co 

Hammond-Golff Co 

Hare Advertising 

Harmon Advertising Service 
Harper Co 

Hartman, George H 


Successor to John B. Fairbairn 
™New agency Mar., 1950 


**Not available 


*new agency 


April 1982 / 97 











“One of the main values 





Only HERR makes C 
and The Magee Carpet Company is 


one of our meny woolen and 
cerpet yore mill boosters 


CTURING CO., INC. 
Gy rae. ee vom 





oe st int, an, ge OE? AA RABE 
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Textile Industries gives us Is your 





down-in-the-mill circulation” 





Get your product story home to the open- 
collar man as well as to top management. 
The widespread textile manufacturing in- 


dustry can give you extra business this year. 


You FIND ambition in textile mills, too. 

Men on the way up today are the ones who 
will have the final nod on orders tomorrow. 
Meanwhile, advertisers like Herr Manufactur- 
ing Company’s Hyatt Atwood, are capitalizing 
on the tremendously effective recommendation 
weight these men swing right now. 

Recall your own experiences. Many a sale has 
been won or lost because some hard-to-see man 
down the line either did or didn’t know your 
story. 

There’s more likelihood of your clinching 
every ‘sale if you’re in TEXTILE INDUSTRIES 
regularly — your message goes deep into all 
branches of textile manufacturing. In combina- 
tion with its big net paid T.I. provides “Directed 
Distribution” for reaching otherwise inaccessi- 
ble men. . . at all operating and executive levels. 


Textile Industries 


Member: ABC - NBP 


806 Peachtree St., N.E., Atlanta 5, Ga. 


This plan—exclusive in the industry—enables 
you to reach the greatest possible amount of 
textile mill buying influence. You don’t get a 
coverage over-weighted in one group, or out of 
line geographically. 

Mills are now spending heavily 

Money set up for new plants and expansions 
—programs begun last year and projected for 
1952—total more than three-quarters of a bil- 
lion dollars. And this is not just among the 
giants of the industry. Your opportunity among 
the smaller operations is indeed substantial. 


The men who read T.I. will buy millions of 
dollars worth of textile machinery and equip- 
ment this year . . . equipment like Herr Manu- 
facturing Company’s conical rings; products 
like yours and your competitor's. 


Schedule regular space in TEXTILE INDUsS- 
TRIES throughout 1952 and get your fair share 
of this business. 

The magazine which is most useful to the 
men in the mills will be most useful to you. 


Textile 


Industries 
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pages 
1951 1950 








56 ] Loudon, Henry A \dvertising 1.418 
87 106 Lovekin, | E ory 1,116 
89 Luckoff, Wayburn rankel 141 
306 235 n, Earle Co 579 
64 37 ipton, Jo Cx . 116 
3.461 3f r harles, Inc . 83 
126 87 
83 32 Macl 1id-C re 339 
158 F 
55 


78 


126 
: 127 
rman, & Associates 426 
George A., & Associates 186 
Gebhardt & Reed’ 
George Homer ; 
M Co 497 
Mathes, J Inc. . 3.327 
Maxwell, Early, Associates . 2 
Mayard Sales & Advertising Counsel . 106 
McCann-Erickson 
McCarthy, L. F., & Co . 205 
M y Co 
McDaniel-Fisher & Spelman Co 350 
McGivena, L. E., & Co 834 
1qQU McKinney, Harris D., Organization 762 
Jary, William E., Co Meissner & Culver . - 356 
Jenkins, Ray C., Advertising Agency . x Meissner, Charles, & Asscciates 269 
Jenkins, Thurston Smith, Advertising 7 Meldrum & Fewsmith 
Jenkins, \ am, Advertising / Melton Advertising Agency 
Jennings, Duncan, Advertising t Merchandising, Inc ‘i 
Jones & Brakeley .) Metcalf, George T., Co 7 
Jones & Taylor Associate Miller, Harold, Co., New York 
Jordan, George C Miller, Harold I., Advertising, Chicago 
Judson, Arthur In g Miller, John Thomas. ............... 
Juneau, C ; Mitchell & Mitchell 
Monk, Howard, & Associates 
Kammann-Mahan Mook, Emerson H., Inc. 
i Seer Be AR sic 
ing Agency pI Morgan Advertising Co. . 
Ce Morrison, D. K., Advertising 
T., Ltd . 3 Morrow, Tim, Advertising 
‘o Morse International 
v i Moser & Cotins 
etchum 3,22 Moss Associates . ; 
Kimball, Abbott, Co : Myers, Willard G., Advertising Agency 
Kingsley, S. C., Advertising a 
Kinnard & Kinnard 5 Nahser, Frank C., Inc 
Kirkland, W. S Revertising : 340 Needham & Grohmann 
ciates ‘ Nelson-Willis 





Keller 


K 
K 
K 
K 





Klau-Van Pietersom-Dunlav Assoc 
Klein Philip “aaa 200 Nesbitt Service Co 

K ingensmith, H_ M oo Vos Noble, Albert Sidney 

Klit Martin R., Co . Noble-Dury & Associates 
Kolker, Nat M., Advertising Agency 121 Nolan & Twichell 

Korn, Louis Robert & Co 153 Northrop, R. D., Co 
Kotula Co , Norton Advertising Service 
Kremer, Merrill, Inc 3 


Kudner Agency 
ne gency Olmsted & Foley 


O'Neill Co. 


La Croix, Frederic W ciate 
335 La Croix, Frederic V Osinski, Julian J., & Associates 


$21 Lampert Agency 

92 Lamport, Fox, Prell & Dolk 

188 Lang, Fisher & Stashower 359 Pace-Wiles ; sais 

298 «=oLanghammer & Associates, Advertising 107 Pacific Advertising Staff - = 

349 Lappen, Harold S., Advertising 2 Pacific National Advertising Agency 

259 Loux Advertising 121 Palm & Patterson ‘ 

32 = «Lavin, Barney, Inc 26 Parker Advertising Co 

222 Lawson, Carl, Advertising Co y Parker-Allston Associates 

124 =Lee, Stockman Parker, Luckie & Associates 

101 Leeford Advertising Agency Patch & Curtis 

182. Lehman, Hart, Advertising Paulson-Gerlach & Associates 

179 Lescarboura, Austin C., & Staff 260 Paxson Advertising 

47 Lewin, Williams & Saylor 1 Penn & Hamake: 

99 Liggett, Carr, Advertising 

194 Liller, Neal & Battle 1 

390 Lino, Alfred L. & Associates l Not available *new agency 

161 Long, W. H., Co ) SAcquired McCarty Co. Pittsburgh office May 1, 1951. Figures include 
. ‘ag space placed by Pittsburgh office since this date 

**Not available *Formerly Moore & Beckham. Agency started June, 1950 
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What Radio-Electronic Engineers 
use for Product Reference 


Over 700 pages 
Weighs 3 2 Ibs. 


Distribution: 

The IRE DIRECTORY is an annual 
issued to all IRE Members above student 
grade. 20,420 guaranteed. Distributor 
and Purchasing Agent edition is 1500. 
A balance to serve new members brings 
the total to 23,000. 

The qualifications of IRE Members 
insures you that these men are active 
engineers, approved by experience, edu- 
cation, and occupation before they can 
be members. High dues and the tech- 
nical nature of “Proceedings of the 
I.R.E” safeguard the quality of this 
“key-men-of-an-industry” list, insuring 
you a buying audience. 


Electronic Facts Fast! 

The Engineer knows how to use a 
reference book. He wants his facts, 
right and fast! Fundamental classifi- 
cations save him the time of useless 
duplication of listings typical of “ter- 
minology listings” directories. The IRE 
DIRECTORY of firms and of products is 
written the way an engineer wants it! 

In this directory, a comprehensive 
picture of the firm and what it makes 
is given by 76 basic product classes, 
code amplified to specify 353 products 
and services. Simple, clean-cut product 
grouping “by use” speeds “look-up time”. 
Bold-faced type and skillful cross-refer- 
ence to the ad itself gives advertisers 
the chance to tell their own story in full. 


Pre-Specification Selling — 

is soundly promoted by advertising where 
the buyer looks for information. Adver- 
tising in “Proceedings of the I.R.E.” 
is what we call “product promotion” but 
the IRE DIRECTORY is “product refer- 
ence” and is fundamental or basic to any 
campaign. Always make it easy for the 
buyer to find your firm and product and 
you have bought business insurance. The 
IRE Engineer “sets-the-specs” and an 
ad in his own personal directory will be 
used exactly when, and as often as he 
needs such product information. Thus, 
you sell, when he wants data. 


A 
3 Directories in 1: 

Nothing in the radio-electronic indus- 
try matches the completeness of service 
and usefulness of the IRE DIRECTORY. 
It lists 20,420 IRE members both alpha- 
betically and geographically, with data 
on each member. It provides much 
Institute information on men, commit- 
tees and activities. 

The Directory of Firms gives names, 
addresses and code to all electronic prod- 
ucts of 3000 organizations, a very com- 
plete picture of each firm’s part in this 
industry. 

The Product Index shows each firm, 
its state and sub-classification for the 
76 basic classifications. Here the adver- 
tiser is shown in bold with full address 
and cross reference. The less-than-page 
ad units face these listings. In fact, all 
advertising faces listings of related 
value except spreads and catalog inserts. 


‘ OS, 
ut 3 


Expert Compilation — 

is a necessary requisite of an engineers 
own directory. The year-round resear¢h 
of Frank MacAloon, transferred to a 
5000 card master wheeldex; and Migs 
Florence Decidue’s accurate IBM tabula- 
tions, keep our listings up-to-the-minute 
by the combination of skill and modern 
methods. 


Catalog Section — 

is a most useful, well used, and econ- 
omical service of the IRE DIRECTORY. 
Preprinted inserts supplied by the adver- 
tiser (standard 8%” x 11” catalog page) 
will be bound in complete for $300 for 
4 pages, $540 for 8 pages. This cost is 
competitive to postage and addressing. 
It provides complete coverage, perma- 
nent filing in an accessible book, and 
maximum reference value. The IRE 
DIRECTORY is issued annually in 
September, and closes June 30th. It is 
part of the IRE “balanced promotion 
package”. 


THE 1952 IRE DIRECTORY of 


The Institute of Radio Engineers, Inc. 


Advertising Dept., 303 West 42nd St., New York 36, N. Y. 


© 1951 IRE 
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railway 


circulation 
now 10,458 


000 . - 
May DEC DEC we AUG 
1950 2 ? 4 2 6 


bigger advertising value 
recognized by manufacturers 
of railway equipment 

and supplies 


advertisers 
pick Railway Age 
2 to! 


“84% 


subscription 


renewal” 








When a business publication steadily gains in paid 
circulation and maintains a high renewal percentage, 
it means: 


1. The editors are really on the beam in 
serving the interests of its readers. 


2. Assured reader attention. 


3. Intensified coverage of buying power. 


FULL YEAR 1951 


" Reilway Mechanics! & Electrical Engineer + 
RRR) neering & Maintenance t 
| Railway Signaling & Communications + 


t specialized monthly engineering publications 





a(cYorelolUola-emiola coll hich miutele <-yililem lalceleutolicels 
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in paid railway circulation 











Railway Age reports to 
EVERY railway management office 
EVERY WEEK 


Railway Age is the only railway business publi- 
cation that covers the whole field of important 
developments weekly, while the news still is news. 

In addition to being the weekly news source of 
the industry, Railway Age is a “clearing house” 
for information on improved operating proce- 
dures and modern management methods... it’s 
the recognized authority on railway matters. It 
gives the railway executive a balanced diet of 
articles gauged to help him constantly increase 
the over-all efficiency of his line. Here are a few 
examples: 





























Railway management men themselves play a part 
in Railway Age’s editorial program. Look through 
a few issues of Railway Age. You'll find articles 
by railway presidents, vice presidents, comptrol- 
lers, and operating, traffic and purchasing execu- 
tives. Almost invariably, the subjects of these 
articles are discussions of improvements to serv- 
ice and facilities that involve some new or im- 
proved material or equipment. This interchange 
of live, current thinking is just another reason 
why suppliers to the railway industry pick Rail- 
way Age to carry their advertising ... 2 to 1. 




















Railway Age is part of ES 








the business of railroading 
/ 
7 4 
New York '7—30 Church Street y 
RAILWAY AGE *iisteroem™ Ecce ii 
PUBLICATION Cleveland 13—Terminal Tower ABE 
RAILWAY ENGINEERING AND MAINTENANCE + RAILWAY MECHANICAL AND ELECTRICAL ENGINEER + RAILWAY SIGNALING AND COMMUNICATIONS 
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260 

209 

237 

246 

331 

109 

279 

355 

54 

71 

61 V Ed, & ciate 

329 Wright Adv ng Agenc 52 
336. = Wright 3. Wilfred 41 
275 Wulf, Frank } A ites 159 





180 = Zimme Jlaskey Advertising 404 
204 = Zimr nar lter J issociates . 327 


Grand Total 415,897 366,565 


y 


| PSYCHIATRY 


Adve merged with Roge Smith, Mar I didn't tell you I was an advertising man before 
ssor to Lacher & Stockinger you would refuse my case.” 
E. Schneider Advertisin 
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Maybe how he tends to stuttor- 


Buk im the Plant hed your droad & bulton 


He may be at a loss about lingerie but he’s a 
terror on tooling. He’s the man you have to 
sell first. He and thousands like him con- 
sider MODERN MACHINE SHOP their 
magazine. It’s metalworking information in 
work clothes, written for production execu- 
tives—plant managers, me managers, mas- 
ter mechanics, superintendents, shop fore- 
men and others—the men who have the 
authority to specify and buy. 

Put your money where your market is. Tell 
and sell these production executives through 
MODERN MACHINE SHOP—38,000 circu- 
lation—largest in the metalworking field. For 
details on low rates and high returns, write: 


MODERN MACHINE SHOP 


431 MAIN STREET © CINCINNATI 2, OHIO 





OAL 
yyy Way 7 
ON br 
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Not How Many... 


ASS CIRCULATION media may pro- 
duce inquiries in quantity — but 
after sifting out the teen-agers, house- 
wives and curiosity seekers, the cost per 
worth-while inquiry is enough to make 
a profit-minded advertiser blow his top. 


Take Sales Manager X, for example. A 
new high was set for inquiries the first 
week after his ad ran in a mass magazine. 
But, the experience of Mr. X’s top con- 
tact man proved again that it’s the 
‘“‘Who”’ that counts in inquiries. He fol- 
lowed up 21, drove 1285 miles, took a 
week doing it, and reported: 


“‘Four college students were studying mar- 
keting and wanted material for their term 





papers; thirteen teen-agers simply wanted 
mail; three were from competitors; one lady 
was curious. Business men contacted: none. 
Leads: zero. New business: naught.” 


To get inquiries from businessmen, adver- 
tise in the Business Press. That’s where 
you pinpoint your audience—at moderate 
cost. That’s where you get leads which 
develop into sales and profits for you. 
There are business magazines for every 
advertiser, edited for specific trade, 
technical, scientific or professional 
interests. 


Ask your agency for recommendations 
concerning the ones best suited to your 
objectives, or write us for suggestions. 





NATIONAL BUSINESS PUBLICATIONS, INC. 


1001 FIFTEENTH STREET, N.W. * WASHINGTON 5, D.C. © STeriing 7535 


The national association of publishers 
of 130 trade, technical, scie ntifie and 
profe ssional magazines, har ng a 


71 


combined circulation of 2,969,571 .. 


audited by and ((@J. . . serving 


and promoting the Business Press of 


America . . . bringing thousands of 
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pages of specialized know-how and 
139,725 pages of advertising to men 
who make decisions in the trades, 
sciences, industries and professions 

. pinpointing your audience in 
the market of your choice. Write for 


complete list of NBP publications. 





But “Who” 





April 1952 / 107 





editorially 


speaking 
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Still Chasing Smoke Stacks? 


# So much has been said on the subject of in- 
dustrial market research that it might be assumed 
that every manufac.urer selling to industry in 
volume has a clear picture of the markets which 
purchase his products and the relative sales ad- 
vantages of various industries, territories and 
companies. But this does not appear to be the 
case 

An executive of a successful company told the 
story recently of a market study which was made 
on one of its lines of products, the result of which 
was to change its entire sales approach to the 
particular fields in which these products are sold 
and used. The result of the study’ has already 
been to build increased sales at lower unit sales 
cost. 

The comment of the executive who related the 
experience was that the company had been “chas- 
ing smoke stacks,’ the term used many years ago 
to indicate the catch-as-catch-can methods of ap- 
proaching sales opportunities, as distinguished 
from the more exact program of trying to measure 
market potentials and then planning sales, adver- 
tising and promotion efforts accordingly. 

If we are to assume from this instance, which 
comes from a leader in its field rather than a 
member of the rank and file, that modern methods 
of market research are still not generally used, 
then it is evident that INDUSTRIAL MARKETING and 
other journals devoted to this subject are justified 
in continuing to emphasize the basic importance of 
this type of effort. 

We sometimes think we devote too much space 
to the subject of why and how to conduct indus- 
trial market research studies, but it appears that 
there is still much to be done to bring about com- 
plete acceptance of an idea which is fundamental 
to successful industrial sales operations. 


Is All Advertising Alike? 


s A well-known industrial advertising manager 
said recently that since all advertising is addressed 
to people, regardless of whether they are ap- 
proached as individuals or as buyers of industrial 
products, the fundamentals are the same and 
therefore arbitrary distinctions should not be 
made between industrial and general advertising. 

His purpose in emphasizing this idea was to 
encourage industrial advertising men to get rid of 
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their inferiority complexes, if they have any, re- 
sulting from appropriations that may sometimes 
seem small compared with those of top natjonal 
advertisers, and that often are insufficient for the 
glamorous types of media usually associated with 
the general field. 

Certainly no industrial advertising man should 
regard his work as less important than that of 
selling cigarets, breakfast foods or home perma- 
nents. From an economic standpoint, his contri- 
butions to society are more vital than may be the 
case in the promotion of many consumer products. 
Both types of advertising are a part of the Amer- 
ican scheme of building bigger and better mar- 
kets for better and cheaper goods, but the basic 
task of raising the standard of living for the coun- 
try must be performed in the industrial field. 

While industrial advertising expenditures are 
estimated at more than $600,000,000 a year, com- 
pared with over-all advertising expenditures of 
$6 billion, the total sales of goods and services in- 
fluenced by industrial advertising are equal to 
those represented by the movement of goods to 
general consumers. 

Getting back to the comparison between indus- 
trial and general advertising, while it is true that 
people do all the buying, whether for the person 
and the home or for industrial and business use, 
the conditions under which buying is done vary 
widely as between the two fielcs. 

Buying methods differ, with group action em- 
phasized in the industrial field, where there is lit- 
tle or no impulse buying. Distribution methods 
are entirely different, most industrial products 
going to market through distribution channels 
used exclusively for this purpose. Buying mo- 
tives are different, with profit and utility the chief 
elements in industrial buying, while vanity, fear 
and other emotions are often played on in ad- 
dressing general consumers. 

All of these considerations determine the type 
of advertising which is most effective in reaching 
and influencing industrial buyers, as well as the 
types of media found most productive and eco- 
nomical. Thus industrial advertisers have prob- 
lems which are likely to be considerably different 
from those confronting the general advertiser. 

It is well to remember, though, as this adman 
said, that all advertising is read by people, and 
the human approach should be kept in mind in 
order to make industrial copy interesting as well 
as informative. 





SEE you at the Fourth International Advertis- 
ing Convention of the Export Advertising Asso- 
ciation, Thursday, May 8, 1952 at The Plaza 
Hotel, New York City. 





sing... MAY 1st ) 


THE LATIN-AMERICAN 


INDUSTRIAL and CONSTRUCTION 


BUYERS GUIDES 


This year’s Editions as 606 
the Latin American Industrial and Construction BUYERS 
GUIDES ... . published in separate SPANISH Editions .. . . 
close May ist . . . . These Buyers Guides — published as a 
separate merchandising-cataloging service for our advertisers 
by Ingenieria Internacional INDUSTRIA and Ingenieria 
Internacional CONSTRUCCION — are a collection of the 
condensed catalog sheets of American exporters of industrial 
and construction equipment, machinery, materials and supplies 
. ... This year’s editions will be working for advertisers for 
a full year among the Latin American volume buyers of 
products in these fields . . . . buyers whose purchases in these 
categories last year exceeded $21/, billions . . . . And advertis- 
For further details write to 
John F. Chapman, Vice-President and Publisher, Ingenieria 
Internacional INDUSTRIA and Ingenieria Internacional 
CONSTRUCCION . . . . McGraw-Hill International Cor- 
poration, 330 West 42nd Street, New York 36, N. Y. 


Headquarters for World-Wide Business Information 


os McGRAW-HILL INTERNATIONAL 


330 West 42nd St., New York 36, N. Y. 


Offices in Principal Cities of the Werld 
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advertising volume 
in business papers 


Mareh/volume 14.8° (in pages) over 1951 


1952 page change % change 


r 


1.€ 


Ex 


Grand total 


Year to date volume 12.3, (in pages) over 1951 


1952 1951 


62,619 54 + 8 


page change % change 


T 
T 0S 


Grand total 99,470 + 10,857 


Mar. pages Pages to date 
Industrial group 


266 publications gain 14.8% 
in March, 12.3% for the year 


® ADVERTISING volume for 266 busi- 
ness papers reporting to INDUSTRIAL 
MARKETING rose 14.8% in March . . 
the highest percentage of gain in 
the past year and a half. . with 4,- 
630 pages more than in March, 1951. 

Cumulative totals, up 12.3%, 
showed an increase of 10,857 pages 
for the first quarter of 1952. 

The 162 industrial papers gained 
17.6%, or 3,384 pages, in March; 
15.7%, or 8,508 pages, for the quar- 
ter. The seven product news pub- 
lications, figured on a 1/9 page unit, 
gained 19.6%, or 468 units, in 
March; 13.4% or 918 units, for the 
first three months of this year. 

The 55 trade papers showed a 
strong gain for this group . . up 8.7% 
or 520 pages in March, and up 4.5% 
or 781 pages for the quarter. Class 
papers, 25 reporting, increased 5.1% 
in March with 136 pages ahead; 
5.4% or 387 pages above 1951 cumu- 
lative totals. The 17 export papers 
gained 128% or 122 pages for 
March, 8.5% or 263 pages for the 
quarter. 


Pages to date 
1952 1951 








Industria! group 1952 1951 1952 1951 





have standard 


§ Includes special 
2 Two iss : 


include adve 
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TYPE TIPS BY LINOTYPE 


Spartan 


Meet a champion! 


You don’t have to be a type expert 
to recognize this as the “classical” 
contemporary sans serif type face. 
We call it Spartan. 


This face—deservedly—has be- 
come one of the most widely-used 
types for all kinds of printing to- 
day. And its use is growing. 


Functional in design, 
ditto in use 


Like any well-designed sans serif 
face, Linotype Spartan expresses 
in its simplicity the modern con- 
cept of “functional” letter form. 


But by extending the size and 
weight range of Spartan, Linotype 
has greatly increased its useful- 
ness. Among all the modern sans 
serif faces, the Linotype Spartan 
family offers the widest selection 
of sizes, weights and variations 
for machine composition. 


You name the job— 
Spartan can do it! Captions, para- 
graph leads, text, headlines and 
subheads; just about any kind of 
copy can be set in Spartan. 
Spartan is available in five regular 
weights: 
light 
book 
medium 
heavy 
black 
—and four weights of Spartan 
Condensed: 
book condensed 
medium condensed 
heavy condensed 
black condensed 


Spartan, Name Reg. 





Gora 
either 
form as 


desired 











Ad set, naturaily, in S. Pat. Off 


Book, Medium, Heavy, Black and 
Black Condensed all have their 
own italics. Sizes of Spartan range 
from 5 to 36 point. 


With this wide selection, you can 
give any degree of typographic 
emphasis to different elements in 
your layouts, and get attractive 
design variation, using the same 
type family. 

And, of course, you can use any 
reproduction method or paper 
stock and not worry about reten- 
tion of fine lines or fussy serifs. 

wo. 

SSat4ces 

| en OT 














“Did you know, Elmer, Spartan 
comes in five different weights?” 


All this—and economy 
in the bargain 


And here’s a tip on how you can 
save money on your typography! 


r 
y 


een pin this to 
your letterhead 


Dept. S-8 





A great many people don’t know 
that different weights of Spartan 
have been cut in combination on 
the same matrices. For example, 
Spartan Book is duplexed with 
Heavy, Light with Medium. Know- 
ing these combinations, you can 
use such faces together in your 
layout at a reasonable cost. ~ 


Just off the presses! 


We have just run off a brand new, 
comprehensive 64-page specimen 
booklet on Spartan. Once you see 
it, we think you'll agree that it 
is indispensable in solving your 
daily type problems. It shows 
every weight, size, variation and 
all the combinations of Spartan. It 
gives excellent examples of the 
use of this versatile face in all 
types of work. For this effective 
aid in your own work, send the 
coupon for your free copy today. 


eel 


SPARTAN tarmily 


Mergenthaler Linotype Company 


| 29 Ryerson Street, Brooklyn 5, New York 


Company 
Address 
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s Pages to date 
Industrial group 1952 1951 


Mar. pages ages to date 
Trade group 1952 1951 1952 195 





M 
M 


mberman (semi 
r 4 r stry 
we i Industry 


Engineer (semi-mo 


rks En 3} nee 
Enginee 
snner & Packer 


(41/2x6}/2 
62.619 54,111 


Mar. pages Pages to date 
Product_news group 1952 1951 19. 1951 





Figures for product news information publications are repor ted in 1/9 
page units (approx. 3!/¢x43/4,"') not in nae 7x10" pages 
387 
News 855 
-e 194 


§350 
Design & Development 293 
ransportation Supply News 104 


Total ~ 2,860 2,392 


Mar. es 

Trade group 1952 Pogsi 

r Conditioning & Refrigerat 

lows (w.) (11'/2x16) 1 5*6S 3 157 
r 419 


369 


Pages to date 
i962 1951 





American Lumberman & Buildi a 
Products Merchandiser (bi 45 518 
Boot & Shoe Recorder (semi-mo.) 96 1 54 
Building Supply News 157 3 637 
Chain Store Age 
Administration Edition 
Combi nations 


il & Oil ‘Heat 
Gas Heat 
Geyer's Topics 


Glass Digest 
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Merchandisin¢ iis 

rchandiser (45/gx6%/, 

ruction & Building 
: 63 Ss 97 

“6,530 — 6,010 78,212 17,431 


Mar. pages Pages to date 
1952 1951 1982 1951 


> (w.) (1034x14) 1 5§270 *§241 631 
Director oa *75 2 223 
c Hairdresser ) 4 120 
merican Restaurant 87 2 225 
Banking (7x10 3/16) 63 187 
Bil Iboar d (w.) (1034x153) 
Shain Store Age — 
Fountain Restaurant 
Combinations 
Cleaning & Laundry World 
Dental Survey 
Fountain & Fast Food Service 
Hospital Management 
Hotel Management 
Hotel Month! 
Hotel World-Review 
(w.) (9x14) 
Industrial Marketing 
Journal of the American Medical 
Association (w.) 
Medical Economics "(4x65 - 
Modern Beauty 
Modern Medicine henioemn mo.) 
(41/4x634) ; 
Nation’s Schools. 
Oral Hygiene (4 5/16x7 3/ 16) 
Restaurant Management ..... 
Scholastic Coach 
School Executive — 
School Equipment News .. 
What's New in Home Economics 
Total 





Export group 


Amer. Automobile 

(overseas ed.) 
American Exporter (2 editions) . 3 150 
American Exporter Industrial 

(2 ed.) 174 
Automovil Americano 66 
Caminos y Colles . : 27 
Farmaceutico 55 
Hacienda (2 editions) 
El Hospital 16 
Ingenieria 1 Internacional 

on 
Ingenieria ; tabermaional 





Graw-Hill Digest 
] Interamericano 
International 
Revi sta Aerea Latinoamericana 
Revista Rotaria 
Spanish Oral Hygiene 
4 5/16x7 3/16) 139 ll 
xtiles Panamericanos 55 


Total 076 54 “3359 





§Includes special issue * Includes classified advertising 
 : i *Two issues *Three issues ‘Four issues ‘Five issues 
10 sold as pages 
e Meclbe n “Me sdicine erroneously reported 212 pages as its February 
y Correct total was 214 pages, making the two-month ac- 
lative total 397 
al Hygiene and Spanish Ora! Hygiene switched their forms in 
last month and consequently, reversed figures appeared in 
Correct totals are: Oral Hygiene: Feb., ‘52 — 14]. Fe ‘S 
124. Total for ‘52 — 245. Total for ‘Sl — 216. Spanish Ore! 
Hygiene Feb 2 37. Feb., ‘51 — 31. Total for ‘S2 — 
Total for ‘51 67 
NOTE: The above figures must not be reproduced without permission. 
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...a new formula 
for selling industry 


Look at a map of the United States. Lots of foot-tiring geography 
there...if you’re out to sell every smokestack. 3,072 counties, if 
you care to count them. 





But look again. Look where the smoke is heaviest. What do you see? 
Less than one-fifth of the area of that map...650 counties to be 
exact... America’s richest counties, together responsible for 92.9% 
of all U.S. manufacturing. 





Now, take another look. In those same 650 counties where 92.9% 
of your business comes from...visualize 1,000,000 pins. Together 
they represent 93.8° of the Sunday New York Times circulation. 





And in the Sunday Times, gentlemen, is one section well-beloved by 
businessmen, and ideal for business and industrial copy. It’s called 
REVIEW OF THE WEEK, a newsreview edited by its own special 
staff. ..with one of the highest readership ratings in America’s 
most distinguished newspaper. 








Ec 





Ask your agency, ask us, to tell you more about it. 


The New York Cimes 
REVIEW orf THE WEEK 


the newsreview you get every Sunday 
exclusively with The New York Times 
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Chapter activities 
of the National Industrial 
Advertisers Association 
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$8,250 in awards will go 
to admen, chapters at annual 
conference; show award added 


@ NEW YORK A new annual 
award for the advertising or sales 
promotion manager whose indus- 
trial show exhibit best accomplishes 
its objective has been established by 
the National Industrial Advertisers 
Association. 

This brings the total to eight 
awards that will be administered by 
NIAA and presented to non-mem- 
bers, members and chapters at the 
association’s annual conference next 
June 29 to July 2 in Chicago. Cash 
awards to admen and chapters will 
total $8,250. 

Deadline for entering all competi- 


Finances for the NIAA Research Institute 
were discussed at a Cleveland meeting of 
(from left) George O. Hays, Penton Pub- 


lishing Co. Charles Farran, Griswold- 


tions is May 1. Awards chairman 
is Robert C. Myers, manager, mar- 
ket development, U. S. Steel Co., 
Pittsburgh. 

Entries in the new industrial ex- 
hibits competition will include pho- 
tographs, layouts and plans of the 
exhibit, samples of request cards, 
contact records and any other docu- 
mentary material not exceeding 
8%x11” in size. Entry blanks may 
be obtained from NIAA awards 
committee member Paul F. Vollmer, 
Blaw-Knox Co., P. O. Box 1198, 
Pittsburgh. 

Plaques and certificates will go to 
the winner and the display builder 
who designed and built the exhibit. 
Certificates will go to second and 
third place winners. 
continued on page 118 


Eshleman Co., president of Industrial Mar- 
keters of Cleveland; W. B. Montague, U. S. 
Stee! Co.; and Institute Acting Director 
Bennett Chapple, U. S. Steel Co. 


news 


National headquarters * 1776 Broadway, New York 19, N. Y. 
John F. Apsey, Jr.. president 
Blaine G. Wiley. executive secretary 


200 subscribe $57,230 
to NIAA research institute 


@ NEW york .. More than 200 sub- 
scribers have pledged $57,230 to the 
NIAA Industrial Advertising Re-' 
search Institute, pulling it within 
sight of the $75,000 goal. 

Industrial advertisers, agencies, 
business publication publishers and 
graphic arts suppliers are among the 
donors. 

Institute Acting Director Bennett 
Chapple, assistant executive vice- 
president, U. S. Steel Co., announced 
that funds received or pledged will 
not be used until the institute for- 
mally begins operations. At that 
time, subscribers will elect a board 
of trustees to administer funds and 
select projects. 

Meanwhile, the board of directors 
of National Business Publications 
passed a resolution urging all NBP 
members to support the institute “to 
the best of their ability.” Copies of 
the resolution were distributed to 
members and to NIAA officers. 


New Jersey clinic honors 
outstanding promotions 


@ NEWARK, N. J... Displays of out- 
standing catalogs, business paper 
advertising, direct mail and other 
forms of promotion featured a spe- 
cial all-day clinic sponsored by the 
Industrial Marketers of New Jersey. 

A panel of judges presented 
awards for excellence to the follow- 
ing exhibitors in different classifica- 
tions: 

Foster Engineering Co., catalogs; 
Thomas & Betts Co., business paper 
advertising; Triangle Conduit & 
Cable Co., institutional ads; Sarco 
Co., direct mail campaigns; Cooper 
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Alloy Foundry Co., best direct mail 
piece; Allan B. Du Mont Labora- 
publications; Air 
Associates, internals; Buchanan 
Electric Products Co., show exhibits; 
and Oakonite Co., publicity 


tories, external 


NIAA conference to hear survey 
results on ad research needs 


® cHICcAGO .. A survey will be con- 
ducted among members of the Na- 
tional Industrial Advertisers Asso- 
ciation to determine what type of 
research is most urgently needed in 
industrial advertising. 

Results will be reported in a panel 
presentation and discussion by the 
NIAA research planning and control 
committee at the annual NIAA con- 
ference June 29 to July 2 in Chi- 
cago. The committee is headed by 
R. C. Sickler of DuPont, Wilming- 
ton, Del 

The panel is one of many on the 
another 


conference program. In 


panel at the same session, members 
of the Industrial Marketing Council 
of St. Louis will discuss pros and 
cons of readership research used for 
evaluating media 

George Black, director of public 
relations, Cooper Alloy Foundry 
Co., Hillside, N. J., will head a panel 
discussion of industrial public rela- 
tions, including case studies of sev- 
eral companies. 

A humorous skit on the effective- 
ness of industrial advertising is 
planned by the Milwaukee Indus- 
trial Marketing Association. Arthur 
Tofte, advertising manager, Allis- 
Chalmers Mfg. Co., is directing the 
production. 

Another program feature planned 
is a discussion by marketing leaders 
of the way in which they are build- 
ing markets to absorb industrial 
output after mobilization needs are 
filled. 


The Second Part. . 
< hec Y rr 


peeche ind pan 





How industrial advertising 


paid o 


This is the tenth in a new series of 


case histories collected by the committee 


on advertising effectiveness of the NIAA 


By Burton F. Davis 
A int Executive 


® THIS IS THE STRANGE CASE of a 
business paper campaign that paid 
for itself in sales of a product that 
wasn't advertised. 

Although the product wasn't ad- 
vertised, the campaign brought 
traceable sales just the same 

It happened this way. For a client 
of ours, we selected a vertical pub- 
lication to advertise a new product 
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to an industry that did not use our 
regular product. 

The normal number of inquiries 
followed, but for many reasons or- 
ders did not materialize. One pro- 
spective customer saw the possibility 
of solving an industry-wide problem 
with our new product, but upon in- 
vestigation found that our regular 
product would do a better job. 

We watched this idea spread like 
wildfire throughout our prospective 
customer’s industry. In it we soon 
began closing sales of our regular 
The ad- 
vertising campaign had started the 


product to new customers. 


reaction And the campaign was 
paid for with a product we didn’t 
advertise. 





NIAA chapter awards plaque 
to Joe Cox, Oregon Saw Chain 


® PORTLAND . . The Oregon Indus- 
trial Advertisers Association pre- 
sented its award for the “best indus- 
trial advertising campaign originat- 
ing in the state of Oregon in 1951” 
to Joe Cox, president, Oregon Saw 
Chain Corp. 

Merit certificates 
awarded to four industrial adver- 
tisers and their agencies: J. Neils 
Lumber Co., agency, Simon & Smith; 
Irvington Machine Works, Blitz; The 
Oregonian, MacWilkins, Cole & 
Weber; Hyster Co., Simon & Smith. 


also were 


Expert on direct mail lists 
five rules for using it 


® MONTREAL . . Five rules for put- 
ting over your direct mail campaign 
were listed by Frank Frazier, ex- 
ecutive director, Direct Mail Adver- 
tising Association, at a monthly 
meeting of the Industrial Adver- 
tisers Association of Montreal. 

The rules: | 

1. Know your objective. 

2. Mail to prospects, not suspects. 

3. Make the format fit the purpose 
of the mailing appropriately. 

4. Make it easy for the prospect to 
act . . include reply cards, etc. 

5. When in doubt . . test. Inter- 
pret results accurately, temper 
them with your judgment and ex- 
perience. 

An Investigation . . been started by 








For YOUR benefit — pian now to attend 
the BIG CHICAGO NIAA CONFERENCE 


“Industrial Advertising” 
faces the Fighting '50's” 


Send in your pre-conference and hotel registrations 
right now. Forms have been mailed to entire mem- 
bership. Extra copies available. Outstanding pro- 
gram being developed to membership specifica- 
tions around the fighting job that faces indus- 
trial advertising, under any economic con- 
ditions. Top notch speakers. Successful 
advertising and selling practitioners on 2? 
panels. Plan now to attend. For your benefit; 
for your company’s benefit. There'll be an inter- 
esting program for the ladies. Outstanding and 
unusual events planned such as radio show 


described below. 
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Plan NOW to Attend 


NIAA’s 30th Annual Conference 


June 29th to July 2nd 
Palmer House, Chicago 
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IN. 


,] When “single harness” was 
translated, it came out “harness for 
an unmarried horse.” That is why 
copy for the South American mar- 
ket must be translated by competent 
people, Franklin Johnston, publish- 


York, 


told members of the Cincinnati In- 


er, American Exporter, New 


dustrial Advertisers 

Other suggestions by Mr. Johns- 
ton for the South American mar- 
kets: Learn 
Argentina and 


ethnic differences in 
Brazil 
prefer to speak and read Portuguese 
When 


literature and 


Brazilians 


Argentinians use Spanish 
a dealer requests 
other helps, the home office should 
send exactly what he asks for, not 
what the men at home think the 


dealer should have 


® To be effective, cooperative ad- 


IAA eid aq@ 


vertising must be founded on good 


economic as well as advertising 
principles, W. H 
National Slate 
members of the Milwaukee Indus- 
trial Advertisers “Tt 
objectives, be 


Hays, secretary, 
Association, told 
must have 
detinite, obtainable 


properly planned, amply financed 


and successfully followed through. 
Last, but not least, it must be ably 
administered. Cooperative adver- 
tising is the logical development of 


the new group competition.” 


® The Industrial Advertising Divi- 
sion, Advertising Club, 
led all local chapters in membership 


Cleveland 
The score: Engineering Advertisers 
Association, Chicago 192 mem- 
New York’s Technical Pub- 


Association 161 members, 


bers; 
licity 


and Cleveland . . 201 members 


NIAA sponsors eight contests 





Biggest cash offering is the $5,000 


in awards presented by Putman 
Publishing for the best documenta- 
tion of results from advertising. The 
boosted from $2,000 in 
First prize is $1,000 


to the winning advertising manager 


total was 


previous years 


and $700 to his account executive 
Eight other awards ranging from 
$800 to $100 will be presented by 
Putman (IM, December, '51). Chair- 
man of the award is C. W. Tunison, 
Foy Paint Co., Cincinnati 

Entry 
may be obtained from NIAA head- 


blanks in all competitions 


quarters, 1776 Broadway, New York, 
or from the sponsor. 

Other annual awards include: 

McGraw-Hill Publishing Co.'s 
award of $1,000 for the best NIAA 
chapter project advancing the cause 
advertising. Second 
place award is $500. Chairman: 
Jackson Hazelwood, Fuller & Smith 
& Ross, Cleveland 

A $1,000 
Press, New York, to an adman for 


the best documented presentation to 


of industrial 


award by Industrial 


management, proving the need for a 
specific industrial advertising pro- 
Chairman: J. Whitford Dol- 
Wilming- 


gram 
son, Hercules Powder Co., 
ton, Del. 

An award by Traffic Service 
Corp., Chicago, of $500 for the best 
publication and a_ $250 
award for second place. Chairman: 
A. J. Griffin, Ticonium Co., Albany, 
N. Y 

Three 


awards by 


chapter 


“Topper” awards and 33 
NIAA for out- 
standing industrial advertising cam- 
paigns in the past year. Chairman: 
Jeff Lowe, General Exhibits & Dis- 
plays, Chicago. 


other 


A plaque and honorable mention 
certificates from NIAA for outstand- 
ing publishers’ sales presentations 
Chairman: Kenneth J. Bayer, Oak- 
leigh R. French & Associates, St 
Louis 

An NIAA award for the chapter 
gaining the most members in the 
past year. First award is 
$250; second, $150; third, $100. Min- 
imum increases for award eligibility 


place 


range from 18 to 25°;, depending on 
chapter size. Chairman: R. A. 
Joyce, “Automatic” Sprinkler Corp., 
Youngstown, O. 








afoot CHEMICAL ENGINEERING 


..TO HELP YOU SELL PRODUCTION MEN 
IN AMERICA’S FASTEST-MOVING MARKET 


NAS DESIGNERS AND MANUFACTURERS OF HEAT 
TRANSFER EQUIPMENT, WESTERN UAS MADE 
A CONTINUED EFFORT TO EXPAND ITS COVERAGE 
IN THE COMPLEX AND DIVERSIFIED CHEMICAL PRO- 
CESS INDUSTRIES," SAYS J.E. HUGHES, v.P. 
OF WESTERN SUPPLY CO, TULSA, OKLA. 
“IN THIS MARKET EXPANSION WE CREDIT CHEM/CAL 
ENG/INEERING‘S EFFECTIVENESS IN PROJECTING 
WESTERN’S PRODUCTS AND NAME INTO THE 
MINDS OF THOSE ENGINEERS AND EXECUTIVES 
SPECIFYING HEAT TRANSFER EQUIPMENT. // 


THE BEST Z 
REASONS 

















..-FOR ADVERTISING TODAY |S TO 


MARKET. AND NO OTHER MANUFACTURING 
GROUP OFFERS BETTEK PROSPECTS FOR 
TOMORROW THAN THE CHEMICAL PROCESS 
INDUSTRIES. ITS AMERICA'S BIGGEST AND 
FASTEST GROWING MARKET... FOR CAPITAL 
GOODS AND EQUIPMENT, RAW MATERIALS AND 


ff /) } INSURE PRODUCT PREFERENCE IN TOMORROW'S 


SERVICES 
—A MIGHTY IMPORTANT PART A | 
...OF C.P.I. BUYING INFLUENCE IS V2 
+ COMPRISED OF THE ENGINEERS WHO 
DESIGN, BUILD, OPERATE AND MAINTAIN 
THE PLANTS OF THE INDUSTRY. THAT'S 
WHY SALESWISE APVERTIGERS PICK 
C.E. ...1TS 36,668 SUBXRIBERS 
ARE CONCENTRATED AMONG TOP BUYERS 
AND SPECIFIERS IN PRODUCTION — 
ENGINEERING FUNCTIONS. 











THIS MARKET JUST WON'T STOP 
GOING UP! BASED ON ALL AVAIL- 
ABLE PRODUCTION STATISTICS , 

C.E.’S FIGURE CHASERS NOW 


PUT /9S/ VALUE OF OUTPUT AT : - 
$ SZ BILLION...A WHOPPING 
BIG ANNUAL INCREASE OF 47 
PERCENT WITHIN FOUR YEARS. A McGraw-Hill Publication 


330 West 42nd. Street, New York 36, N. Y. 
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A space salesman says .. 


‘agencies fumble‘ 


tising, which has built the compa- 
ny’s markets, sales and profits over 
many years, and which has _ been 
highly thought of by the company 
executives, now becomes subordi- 
nated to the spectacular advertising 
which the agency has sold the com- 
pany, and which through four-color 
pages in Life and the Saturday 
Evening Post is going to carry the 
story to millions of readers. The 
fact that 


never buy the company’s products 


most of these readers 
is merely incidental 
The representative approaches 
the new agency through the media 
department, and in all too many 
cases finds that the appropriation 
for business and industrial publica- 
tion advertising has been reduced, 
so as to provide maximum funds for 
general media. The fact that the 
company has built up its position 
over the years by using business 
papers is forgotten. The business 
paper is just too unimportant to 
get much attention in the agency’s 
thinking 

I have had this experience so 
often that it 
First, after learning either 


almost represents a 
pattern 
that my publication’s schedule has 
been cut or even that it is no longer 
on the list at all, I try to see the 
account man. This is a lot easier 
said than done. The account ex- 
ecutive 1S in conference, out of 
town, or tied up for one reason or 
another It takes weeks to get an 
appointment. Ordinarily, even 
when I have an appointment with 
this dignitary, I cool my heels for 
hours in the agency waiting-room, 
along with dozens of other media 
salesmen who are waiting to see the 
various executives of the agency 
The account executive can't give 
you much time, but he tells you 
that of course the company is going 
to use business papers, but on a 


more limited basis. Concentration 


120 /' : 


in the leading media is now the 
thing, no matter how important or 
competitive the company’s markets 
may be, or what its pattern of 
representation in the leading in- 
This is all 


decided, and there is nothing you 


dustry media has been. 


or he can do about it. 
That means going to the account 
Ordi- 


narily both the sales executives and 


and reviewing the situation. 


the advertising manager are sympa- 
thetic, and sometimes they are even 
shocked that the agency is planning 
to cut down schedules in their pet 
business papers. Sometimes the cuts 
have not yet been approved, or the 
advertiser decides that the knife has 
stabbed too deeply and that normal 
schedules must be restored. 


The Worst. . But this is the excep- 
tion rather than the rule, so usually 
when I discover that a good adver- 
tiser has switched from a sound 
industrial agency to one which is 
noted for its grocery and drug store 
accounts, I prepare myself for the 
worst. I usually experience it. 
One of the outstanding gripes I 
have with reference «to general 
agencies is their poor qualifications 
for space buying in the business 
field. 
ually are talented and able men, as 


Their heads may be and us- 


demonstrated by their ability to sell 
the big accounts. The account ex- 
ecutives they provide for contact 
with the advertisers are also top 
drawer, as a rule, although very 
much impressed with their own 
importance and knowledge of every 
phase of advertising and media. But 
when it comes to the media depart- 
ment .. wow! 

My experience with some of the 
general agencies in the 
is that the 
have handling business paper ad- 


biggest 
country people they 
vertising are so far below the stand- 
ard of space buying personnel in 


the industrial agencies that there is 
simply no comparison. They are 
usually quite young and immature, 
and obviously have had very little 
practical experience. Their attitude, 
however, is that they know all there 
is to know about every business 
publication, and their opinions are 
They 


demonstrate lack of knowledge and 


firm, dogmatic and __ final. 
ability in so many different ways 
that it is really quite pathetic. 

I often hear some of these agency 
heads addressing advertising groups 
and emphasizing the importance of 
advertising. 
They tell a very good story . . but 
their practice and performance are 


business _ publication 


so different from their announced 
policies that the only charitable 
conclusion is that they don’t know 
what is going on in their own 
organizations. 

It is true that the heads of their 
media departments are very able 
men, as they have to be to handle 
But the top 
people in these media departments 
are principally concerned with 


large appropriations. 


magazine, radio and TV, newspaper 
and farm paper advertising, and the 
job of buying business paper space, 
like that of writing business paper 
copy, is often turned over to the 
tyros. Here anything goes. 
Business paper advertising, going 
directly to the markets responsible 
for the sales which keep the adver- 
tiser in business, is too important to 
get the kicking around it receives in 
the big agencies whose billings may 
be $10, $25, $50 or $100 million a 
year. Lip service to the importance 
of business and industrial advertis- 
ing by these agencies is not enough. 
It is about time they gave busi- 
ness paper advertising the recog- 
nition it deserves, by spending the 
money staff their 
media departments with experienced, 


necessary to 


able, practical men who really know 
industrial and trade advertising, and 
with copywriters who realize that 
the readers of business publications 
represent buying power worthy of 
the best advertisements the agency 
is capable of producing. 

Oh, well, this is only 1952. This 
sort of thing has been going on for 
years. What say we check up again 
in 2002 and see if there has been 


any noticeable improvement? 














‘Hospital Management is Read by 
the Heads of Eight Departments” 








Says MARK BERKE 


Administrator 


a MOUNT SINAI HOSPITAL OF PHILADELPHIA 


MOUNT SINAI HOSPITAL 
or PHILADELPHIA, 47 
rurTn AND REED sTREeETS 


t Management is T 

19- institution, Hospite: ; 
- eg tagrss heads of these eight departaents 
Administration Preborsrrod 

3 ccount 
rsine, Pharmacy 
Maint enance vousereeping 
or 

of interest that may affect —_ 
appropriate departaen 
much valuable material 
% has been applied to 


ddition, articles : 
Jepartaents are referred to te 
head for reading. +° Houd 
that appears in Ho@ita, emen' 

our ow hospital program. 
Very cordially yours, 


Merk Qrhe 


Mark Berke 
adainistrator 


Reaches Every Level of Buying Influence 


The fact that Hospital Management has the 
greatest voluntary net paid ABC hospital cir- 
culation is reason enough for selecting it to carry 
your advertising message to hospitals. 

But what makes Hospital Management your 
ideal buy is its unique readership among hospital 
department heads—those who initiate purchases. 
This departmental readership is the dynamic 
plus-factor which makes Hospital Management a 
powerful selling force. 

Pass-along readership in the usual sense may 
often be discounted. But here, where a survey 


@ © 


Hospital 
Management s00 EAST NLtNOtS svaseT - cmcaGo 11, nitnots 


READ MOST BY MOST HOSPITAL EXECUTIVES 


shows that 88.56% of hospital administrators 
regularly route Hospital Management to their 
department heads—where letters like the one 
above report it in detail—where editorial struc- 
ture deliberately fosters it—it is no factor to 
overlook. 

The fact is that with an editorial department to 
meet the needs of every important hospital de- 
partment, Hospital Management has become 
must reading with all those whom you must 
reach to do an adequate selling job in this highly 
specialized field. 


IMPORTANT NEW STUDY NOW AVAILABLE: Send for y 


free 


repor now |! 


2 who supplies anything for th 
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HOLY SMOKE 











In one short year America’s 24 mil- 
lion cows produce enough milk to 
form a river 3 feet deep and 40 feet 
wide, extending from San Francisco 
to New York . . . Some 120 Billion 


pounds of milk. 


THE MARKET— 


MILK, Its production and 
for some $10 Billion of our 
. approximately 120 | 
Ik being produced in. the United 

year Every day of the year a 

equipment and supplies is required to keep this 
enormous industry faicthoning smoot! 


processing 
nati 


illion por 


YOUR share of the more than $400 Million ex 
pended annually for these supplies depends large 
y on your method of approach to this vast market 


WHO READS MILK PLANT MONTHLY... 


industry 


PLANT 


Owners and Key Men all through t 
avidly read each issue oj 
MONTHLY for its up-to-the-minute . 
Timely articles on new products, developments, 
patents and better methods in processing milk 
Thousands of requests for technical data and 
abstracts bear mute evidence that MILK PLANT 
MONTHLY has been a valuable tool in daily 
use by the head men of the milk processing in 
dustry since 1912 


NO WASTED CIRCULATION— 


merits, MILK PLANT 
MONTHLY never offers any premiums, com 
binations or other loading of subscription lists 
with impressive but wseless circulation . In- 
stead . Circulation is concentrated in the 
worthwhile segment of the Milk Processing In 
dustry and is A.B.C. audited for your protection 


Sold strictly on its 


Your advertising message reaches the cream of 
the buying power of this huge market . . . Proof 
of this fact is the 68.22% of Paid renewal sub 
scriptions. Truly, MILK PLANT MONTHLY 
is your Open Gateway to successtully s ng the 
Milk Processing Industry at the lowest actual 
cost 

Write A.B.C, Information 


today for detailed 


A.B.C. Audited Since 1929 


Milk Plant Monthly 


327 South LaSalle Street 
Chicago 4, Illinois 


An account exec says .. 
‘too many Indians’ 


ntinued 


entirely wrong, but what I’ve en- 
what 
I continue to hear in “shop-talking” 


countered, supplemented by 


with others, must lead to this con- 
clusion . . the thinking and planning 
that goes into many budgets is much 
too superficial. 

Lest 
pro and con discussion of the vari- 


we become involved in a 
ous methods of arriving at budget 
figures, let’s say that, by and large, 
any method is better than no meth- 
all. And yet, I don’t think 
exaggerating in saying that 
few advertisers 
either without a_ budget, 
with a budget built on 
and 


od at 
I'm 
quite a industrial 
operate 
per se, or 
a minimum of logic reason. 
Still a greater number of companies 
base each approaching year’s in- 
vestment in advertising and sales 
promotion on a_ single question: 
“How much did we spend last year?” 
Others adhere to an inflexible per- 
centage of sales in determining what 
the total budget should be. 

I repeat, it is not my intention to 
argue the advantages or shortcom- 
ings of any one method against an- 
other. As a matter of fact, I'm con- 
vinced there is no one standard pat- 
that use 


effectively 


tern every company can 
I do suggest that there 
is an “objective and task” approach 
to every budget problem . . and that 
it is used all too rarely. 

As an 


why am I concerned with this weak- 
Because it 


> 


agency account executive, 


ness? breeds smaller 


budgets? Not necessarily, because 
expenditures arrived at by hit-and- 
miss methods can be too large as 
Any sound agen- 
and 
grow with its clients, obviously is 
both 

under-spending 


well as too small 


cy with a desire to endure 


against over-spending and 
Nor is it always 
a matter of total expenditure. In 
many cases, it’s a matter of correct 
or incorrect division of expenditure 


a question of placing investment 


fr 
IT 


m page 44 


emphasis where it will be most pro- 
ductive. 


Space Salesmen Beware . . So 
advertisers. The other 
major group I work with and in 
which I detect flaws is the business 


much for 


paper space salesman group. I have 
found pleasure in knowing hun- 
dreds of space salesmen through the 
years. With few exceptions, they 
are personable, likeable men. 

Yet with few exceptions, I don’t 
consider them good salesmen. If 
this evaluation seems extreme or 
unjustified, check with those who 
have frequent business contact with 
a representative number of space 
salesmen. Ask them to give you a 
percentage breakdown _ between 
good and “run-of-the-mine” sales- 
men. I'll be surprised if they place 
more than 10% in the “good” brack- 
et. They'll probably be able to peg 
a half dozen or less as outstandingly 
good . . which, in itself, is rather 
significant since it emphasizes the 
preponderance of mediocrity. 

What are the basic weaknesses? 
Here is one. Another that I will 
outline later is even more prevalent. 
Sales Weakness No. 1. . is not 
enough knowledge of the products 
and markets of the prospective cus- 
tomers whom the salesman calls up- 
on (both directly and through the 
agency) and hopes to sell. (To a les- 
ser but still substantial extent, this 
same lack of knowledge applies to 
the products and markets of those 
who have already been sold or have 
bought.) 

How many hours have been dis- 
sipated by the space salesman in 
presenting the merits of his publica- 
tion to a company or the company’s 
agency, only to find that, for one or 
more very fundamental reasons, his 
paper doesn’t begin to fit into the 
over-all picture? How many times 








does a salesman virtually rest his 
case upon a quantitative analysis 
of circulation, minimizing qualita- 
tive analysis because he just doesn’t 
have enough product and market in- 
formation to intelligently deal with 
that factor? 

How many space salesmen actual- 
ly have a positive approach in sell- 
ing? How many of them begin their 
solicitations by establishing a sound 
foundation upon which to erect the 
final bid for the order? I’m talking 
about a foundation built by analyz- 
ing the current trends and problems 
of the industry involved . . then a 
discussion of the problems and ob- 
jectives of the individual companies 
. . then, and only then, proving their 
publications in the light of those 
factors? 

Can salesmen get the information 
needed to make that kind of a 
“pitch”? I’m sure they can. The 
really good salesmen invariably do. 
Most assuredly they have access to 
unlimited information, by industries. 
As for information about individual 
companies, there are many sources 
available to the salesmen who want 
to do a little digging: calls on dis- 
tributors and dealers . . a study of 
catalogs, bulletins and other litera- 
ture .. an analysis of past and cur- 
rent advertising and where it is be- 
ing placed .. and many more. And 
there’s always the technique of go- 
ing directly to the advertising man- 
ager of a company or to the com- 
pany’s agency and asking pertinent 
questions. 

Very few will refuse to spend time 
with a salesman who says: 

“Look, I don’t know whether or 
not my book has anything to offer 
your company. It could have a 
lot, but I don’t want to waste your 
valuable time if it doesn’t jibe in 
certain important respects. If you'll 
give me the answers to a few pretty 
basic questions, I'll be on my way. 
If and when I’m convinced that we 
have something you can use to ad- 
vantage, I'll be back.” 

As little as there is to be said 
in favor of this approach, it’s so 
much better, in my opinion, than 
wading in with a flurry of circula- 
tion figures and readership surveys. 

I’m going to wind up this discus- 
sion of Weakness No. 1 with two 
examples. Here's the first: 

A salesman reasoned that a sub- 








Have you ever wondered why 
this publication sells so 
successfully for its advertisers 2 


HERE’S ONE REASON: When 
4,970 corporate and executive 
officers answered this question 
recently, more of them named 
The Wall Street Journal than 
any other publication, as being 
most important to them.* 

It’s only natural for readers 


to respond most readily to the 
publication which so com- 


pletely fills their business in- 
formation needs. 


Readers read The Wall 
Street Journal to derive con- 
crete, day-to-day benefits from 
their reading — and they find 
them. 


When your best prospects* 
can depend on a medium for 
such consistent benefits, that’s 
the medium you can depend 
on best, as an advertiser. 


%* Data on request; send for it today! 
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stantial amount of equipment of a 
certain kind was being used in the 
industry served by his paper. He 
did a thorough job of gathering 
authentic figures to confirm his rea- 
soning. He went to a large manu- 
facturer which made that kind of 
equipment and made a “pitch,” 
based on the potential volume his 
figures indicated. He would have 
had a good case, but for one fact 
figures hadn't revealed. 
of that equipment was 
built 
The company he 
geared 


that his 
About 80° 
of special design, 
for the one field 
simply 


expressly 
approached wasn’t 
for that type of “vertical” produc- 
little product 
research saved the 
salesman a lot of time and effort. 


tion. Obviously, a 
would have 

Another example: A_ salesman 
for a publication directed to pur- 
chasing agents found that a certain 
company was “on the fence” in 
evaluating the importance of the 
P.A. in selling the company’s prod- 
Opinions differed 
in several departments. Every one 
agreed that the P.A. carried a cer- 
. but how 


ucts to industry. 


tain amount of weight 
much? 

Ignoring his briefcase full of sur- 
veys and buying factor studies, this 
salesman visited several branch of- 
fices of that company and talked to 
the managers and as many of the 
salesmen as he could catch. He 
asked them four simple, pertinent 
questions, wrote down the answers 
and asked if they minded being 
quoted. 

For those salesmen he couldn't 
see personally, he left question- 
naires which he picked up later. 
A good 
indicated that the P.A. was a man 
that he was 


majority of the answers 


to be reckoned with . . 
the “port of entry” in a substantial 
of all calls that his 


current importance was on the rise 


percentage 


With this ammunition, did the space 
salesman high-tail it to the compa- 
ny with an emphatic bid for the 
order? No, because while his evi- 
dence was sound, it was numerically 
He did offer his facts 
as being sufficiently interesting to 
justify the same questionnairing of 


inconclusive 


all the company’s salesmen. 
Whether or not he sold his pub- 
lication or how long it took him to 
close the sale, is not important in 
this discussion. In my book, the 


guy had a positive approach to 
Wouldn’t all of us 
like to see more of it? 


space selling. 


Sales Weakness No. 2. . is too 
little “servicing” of accounts, once 
they're sold. Here’s an example. . 
too extreme to be typical but too 
“juicy” to omit. Quite a few years 
ago we decided to use a certain pub- 
lication on behalf of one of our cli- 
ents. It was a top-ranking paper in 
its field and the choice was rather 
obvious. We weren't “sold” .. we 
bought. Strictly an “over-the-tran- 
som” transaction. 

The salesman who collected the 
commission on that “sale” and on 
all subsequent renewals, was with 
that publication for years 
after we mailed our first contract 
They tell 
me he was a nice guy. I wouldn’t 
know because not during 
those seven years, did I see him or 
even gei a phone call. Not even an 
acknowledgment of the new con- 
tract each year. 

Along about the fifth year I did 
find out what he looked like. I 
heard his name mentioned at a 
party for industrial advertisers and 
asked someone to point him out. 
I was tempted to go over and in- 
troduce myself. I decided against 
it. Why spoil the hell out of a most 
unusual record? 

OK, so that’s an extreme example. 
But, by and large, does the space 
salesman do an adequate follow- 
through job for his advertisers? 
I’m not talking about details such 
as checking position in the book or 
how the ads are reproduced. I’m 
talking about the more basic oppor- 
tunities a salesman has to be of 
real service to his advertisers and 
their agencies. 

The industrial space 
gets around. He meets a lot of 
interesting, intelligent people. He 
sees a lot of significant things. He 
is in a position to see trends in the 
not in one field or in- 
dustry but in many. He is ideally 
situated, on an entirely ethical 
basis, to pass along many of his 
observations. These observations 
serve as idea stimulators and as 
such, they’re always welcome. Yet 
how many salesmen take the time 
to observe and report? 

How many salesmen make it a 


seven 
for 12 two-color pages. 


once, 


salesman 


making 








point to get on their advertisers’ 
mailing lists . . to read the company 
externals through which they talk 
to their distributors, dealers and 
salesmen? Isn't it just possible that 
something he reads, combined with 
something he knows, may add up to 
a worth while idea? 

How many salesmen _ volunteer 
periodic information about current 
trends in advertising approaches 
and emphasis, competitive and 
otherwise? Sure, it’s the job of the 
advertising manager and the agency 
to keep abreast . . but it’s a tremen- 
dous job and giving them a hand is 
an important ingredient in an effec- 
tive selling formula. 

How many salesmen keep an eye 
peeled for interesting or unusual 
industrial or commercial installa- 
tions involving advertisers’ equip- 
ment? A note to the ad managers 
reporting such installations can 
easily lead to good advertising 
stories. Are these leads appreci- 
ated? Do they reflect to the credit 
of the salesmen? You know they 


do. 





Needed: Volunt Ideas . . Over 
a period of more years than I like 
to recall, I’ve had occasion to ask 
space salesmen for a lot of help. 
Almost without exception, they’ve 
delivered, promptly and compe- 
tently. My criticism is that few of 
them realize that neither the need 
nor the desire for information or 
ideas is in direct proportion to the 
number of specific requests they 
receive. Maybe I’m expecting too 
much. But if you'll mentally call 
the roll of those space salesmen 
whom you rate “good” or “very 
good,” you'll probably find that 
they’re rather devoid of the two 
weaknesses we've been discussing. 

These are my criticisms of my 
very good friends and co-workers 
. the industrial advertiser and the 
industrial space salesman. Each, 
in turn, is subjecting us account 
executives to a similar going-over. 
(How they can do justice to even 
our minor shortcomings in the al- 
lotted space, is their problem.) 
This idea of a three-way exchange 
of constructive criticism I like. 
There’s much to be gained by an op- 
portunity to “see ourselves as others 
see us.” Provided, of course, we 
can survive the shock. 





THE REFINERY CATALOG 


can go where your sales force often cannot 
be. It’s on duty 24 hours a day in the offices 
of the refinery men who actually specify and 
buy refinery equipment. 

Refinery equipment sales usually originate 
with action started by the buyer, who first 
consults available catalogs. Information there 
helps decide whose salesmen are invited to 
call, what product is specified and which 
company gets the order. 

The REFINERY CATALOG puts your 

catalog in the hands of over 5,000 refinery 
executives with purchasing authority 

men responsible for 98% of refining industry 
buying. The REFINERY CATALOG is 
specifically requested by oil companies and 
contracting firms for these men who buy. 

Ask a representative to show you this 
world’s most complete refinery buying power 
list, of men who regularly use the REFIN- 
ERY CATALOG. 


Your catalog filed in the Refinery Catalog enjoys the 


advantages of ,planned distribution at reasonable 
. going to the right men, in the right places . . . 
. . to help you make your sales. 
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SEND NOW FOR 


Your FREE copy of 
colorful 24-page 
brochure. Tells how 
to make sure refinery 
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usage to your cCata- 
log. Value packed 
book gives market 
data, copy sugges- 
tions and cost com- 
arisons. Ask for 
Effective Cataloging 


invest- 


OFFICES 


@ Houston (6), 3301 Buffalo Drive, 
LI-3141 @ New York (17), 250 Park 
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W. W. Wilson Building, Huntington 
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An ad manager says .. 


‘plenty’s wrong!’ 


- 


On the other hand, 


many very bright and ingenious en- 


proportion 


gineers, as such, are almost “func- 
tionally illiterate.” They can barely 


express in understandable words 
many of the facts about their “baby” 
x what they claim for it 

Along comes management . . the 
office, 


front backed by top sales 


department brass . . to insist that the 
story must be short, simple and easy 
to read. The advertising manager 
is sympathetically agreeable and 
sees the distinct merit of this, but 
(and it is a big “but’) the story of 
the product must be complete and 
accurate and not hopelessly childish 
when criticized by competitors and 
We have 


because it is 


professional engineers 


technical language 
necessary to describe technical sub- 
jects accurately. If you are going 
to call cams and diaphragms “thing- 
amajigs,” that is all right, maybe, 
to help a child assemble a plywood 
duck. But it is going to be mur- 
der in the putty factory when skilled 
engineers, with their precise prod- 
uct-specialized jargon 
posed on engineering school termi- 


super-im- 
nology, study your literature be- 
fore recommending or specifying 
your product 

That brings us to one of the worst 
failings of the industrial advertising 
agency setup 

If the advertising manager in the 
home office has trouble keeping up 
and knowing what it is all about, 
what chance has the agency man? 
The advertising manager lives with 
his own ten or 20 products day in 
and day out, cajoling his engineers 
for data 


it so that he understands it and can 


and by the time he has 


write something to make sense, th: 


job is virtually done. Frequently 
it is just a double-take and a great 
waste to tell the story all over again 
to the agency man. Remember, the 
agency man probably has numerous 


accounts. Even if he had the ability, 


128 / incu 


he hasn't the time nor can he afford 
the activity of mastering numerous 
technical industrial products. 
Maybe the agency man can write 
sales points better than the adver- 
tising manager but the real work 
of producing bulletins, manuals, 
catalogs and even direct mail pieces 
is usually beyond him beyond 
his knowledge and beyond his abil- 


ity economically 


Manual Fizzles . . During the war 
we hired a large industrial adver- 
tising agency with an established 
government manual department to 
help us with the manual our gov- 
ernment contract called for . . this 
on a strictly fee basis. Countless 
hours in conferences 
with the agency’s top men and our 


were spent 
engineers. The mountain labored 
and brought forth a mouse. 

Hours were spent by our depart- 
ment and our engineers, checking 
all the agency’s work, trying to cor- 
rect it 
hopeless and started all over again 
The agency 


Finally, we gave it up as 


to do the job ourselves 
man did take photographs of our 
parts and he had them retouched 
(for about twice as much as we 
would have paid our own engrav- 
ers). When we tactfully complained 
about his repeated failures to make 
a contribution to the text that was 
of any value, he showed us a couple 
of impressive army-approved man- 
uals that he had produced. 

In chagrin we confidentially got 
in touch with the two big manu- 
asked their 
manuals the ones our agency 


facturers and about 
man had claimed to have produced 
Both 
varying 


manufacturers had had, in 
experiences that 
They had paid 


the agency substantial sums but had 


degrees, 


paralleled our own. 


done most of the work themselves 
One of them claimed he would have 
saved time by skipping the agency 


completely 


This experience with the manual 
has been repeated time and time 
with 
bulletins. 


again in connection catalog 
material and 
have just been unfor- 


checking 


technical 
Maybe we 
tunate, but continuous 
with other advertisers leads us to 
believe that our 
Let us repeat that our 


experiences are 
not unique. 
selection of people to work with was 
not haphazard . . they are nationally 
known and enjoy a fine reputation. 

So what do you get back to? We 
are afraid it is, for the most part, 
the economics of the business. There 
is just not enough money in the 
commissions paid by publishers on 
modest business paper schedules in 
specialized fields to attract the kind 
of brains or the number of special- 
ists needed for the heavy part of 
the work involved in industrial ad- 
vertising for a company such as 
ours. This is especially apparent 
when you remember that a sub- 
stantial portion of the agency’s in- 
come goes to “front men” who land 
the accounts they seem to get 
the lion’s share of the 15°% but they 
are invariably in the “new-business 
getting department.” Most of them 
cannot or will not get down to the 
study and drudgery of this work. 

They come and get the account 
but they expect, and economically 
almost have to get, some quiet little 
guy in the back office to wrestle 
with what they call the “detail.” 
Besides, there is always a substan- 
tial loss as the story is relayed from 
man to man. It seems infinitely 
easier for an industrial advertising 
manager to know the half dozen 
business publications in his own 
fields and to write a few advertise- 
ments using his broad knowledge 
and particular technical facts than 
it is to educate a busy agency man 
in all the ramifications of products, 
installations and applications. 

The same thing seems to be true 
about some of the other services 
the industrial advertising agency of- 
fers. The agency men seem to be 
able to do things no better than the 
advertising manager can do them 
himself frequently not as well 

bearing in mind that they have 
to be told all about the products 
before they can do anything about 
them. Yet the advertising man- 
ager has to pay them 15% or 20% 
more out of his budget than he 








re IF YOU WANT TO SELL THE KNITTING INDUSTRY... 

would have to pay dealing directly 
with exhibit manufacturers, artists, «SEC the 
layout men, printers, direct mail 
producers, etc., etc. 

All right, let’s admit that the seri- 
ousness of this charge varies with 
the size and the particular compe- 
tence of the agency and the degree 
of technicality involved in the cli- 
ent’s products. 





Agency Man Spread Thin. . 

Maybe we should stop now to recap TO REACH YOUR TARGET! 
the reasons why an industrial ad- 

vertising agency man cannot be of “ Y you can CALL YOUR SHOTS because... 
more help to advertisers like our- x, whe e THE KNITTER is the only magazine in the 
selves. It seems it is just not in the q United States published exclusively for the manu- 
cards. He is spread far too thin. ; facturers, dyers und finishers of hosiery and knit- 
The only type of contact man who G wear. 


would seem to be good for us would at hla : 
e THE KNITTER covers every mill of any im- 


: : portance in the United States and Canada... 
nal man in our own business or \ : ; : ; 
delivers all its circulation to the field you want 


that of a competitor. And _ that toaall 

would be almost impossible for our 

company because while we have e THE KNITTER reaches the men who do the 
‘ : : buying . . . gives you plus coverage of key 
- - x ” — 5 ying 8 

competitors in each manufacturing SPECIAL NOTE! personnel who influence buying. 

division, we have no one competitor 

who has anything like our diversi- 


be one who for years was an inter- 


if you want to reach 
the whole textile 


fication of products and markets . . fi 
ield ... — Ww t! 
that is, product for product. SAVE MONEY by us- SHOOT MORE OFTEN ot lower cos 


The agency men do have the ad- | ing our special combina- 
vantage of multifarious experience | tion rate for The Kait- 
and a perspective but we doubt if ter and Textile Bulletin. 
that is important enough to warrant 12 pages in each (total 
the training they need to be of real 24 pages) cost less than ads to a_ specific 
value to us. Another difficulty: _ if 12 pages in any general job, too, in ideal 
you find a man in an industrial textile journal. surroundings. 
agency who does have a grasp of 
your problems and takes a real in- If you sell the KNITTING DIVISION only... 
terest, he may be in trouble with his | The KNITTER is your BEST BUY in the field! 
own front office because of his other | 
accounts or he jumps to another 
agency at the psychological moment. 
At that, he just can’t know all the 
products, installations and applica- 
tions of all the clients. And getting 
back to economics, the agency is 
probably not getting enough com- 
mission to justify the time that he 


ang te wen rx RING CARABE VEY CLOSING DATE! 


Serving Two Masters? . . That 
word “commission” prompts us to es SER RERRRRERRERER REE 
say specifically what we have hinted; 

" : Effective with the JUNE, 1952 issue, CLOSING DATE for 


namely, that we do not like the ‘s PACKAGING PARADE will be 
publisher-agency relationship. It is - Ist OF MONTH PRECEDING PUBLICATION 


of long standing and we are quite 





The Knitter’s low rates make it possible to tell 
your story more often, because you don’t pay 
for waste circulation out of your field. You 


ean “tailor” your 





CLARK PUBLISHING CO. 
CHARLOTTE, NORTH CAROLINA 


“a. . 4 . ISSUE DATE becomes 
familiar with the story and the ex- 
ane cm ie yfrong Ist OF PUBLICATION MONTH 
planation. But it is al to ave : f x Copy to be set must be in 5 days before final closing 
two loyalties and serve two masters Remember—The JUNE issue of PACKAGING PARADE closes 
Ate he MAY 1, oppears JUNE 1 

especially when their interests 

dren. BESSRSSTSCRECRER Ree 


J r is > Aa9eNCV > i 4 ; 5 
Not only is the agency depending ; yom HAYWOOD PUBLISWING COMPANY 
22 EAST HURON STREET, CHICAGO 11, ILLINOIS 
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LAL DA « 
7 ADDSDLA. 


ACB spots “‘one-word’’ 
mentions as easily 
as a double truck in color 


Do fabricators mvertors and 
retail stores mention your pro. 
duct as i reason why to buy” a 
in’ their newspaper advertis se 
ments? ACB will s spot these 
tions” of your brand, or 
~ titor’s brand whenever 
they appear and furnish a tear- 
sheet, or typed detailed reports 

Get in touch with the ne ares t 
ACB « office for rates and service 
Or if you prefer, ask for ACB’s 
big new 1952 « atalog of services 

now ay iilable. 


‘men- 
your 


The Advertising 

Cher hing Bureau, Ine. 
New York #79 Madis 
Chicago « 18 


son Avenue 
Michigan Avenue 
Columbus « 20 S. Third Street 
Memphis « 161 Jefferson Avenue 


San Francisco ¢ 16 First Street Se" 


Q 


WAAR SANS tes 


WY 





. . . a practical reference book 
for the industrial publicist — 


‘‘PLANNED 
INDUSTRIAL PUBLICITY’’ 


by GEORGE BLACK, Manager 
Public Relations Division 
The Cooper Alloy Foundry Co. 
Hillside, N. J. 


e FIRST comprehensive reference book 
on the purpose, scope, operation and 
evaluation of a planned program of 
industrial publicity. 

DETAILS for creating an effective 
publicity program ... organizing it, 
putting it into operation, and evalu- 
ating its results. 

PUBLICITY TIPS for advertisers, sales 
promotion men, public relations ex- 
perts, market researchers, top man- 
agement, and consumers ... A ref- 
erence book you will read from cover 
to cover. 


Price: $2.95, postpaid 





MAIL THIS COUPON TO 


Putman Publishing Company 
111B East Delaware Place, Chicago 11 
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on 15% of space billings at pub- 
lishers’ prices (and the higher the 
the more dollars needed 
but it is frequently 


space rate, 
to make 15%), 
under at least moral obligation to 
the publishers for favors. Such fa- 
vors range from a tip on an ad- 
vertiser dissatisfied with his present 
connection to extensive survey and 
research work on markets 

Can you imagine an ingrate of an 
agency man striking a publisher's 
favorite publication off the schedule 
recommending direct 
instead of business paper 
space) when he got the account 
through the more or less direct in- 
the publisher? We 
just cannot! And yet the agency 
man is held out to be the adver- 
tiser’s professional adviser. He is 
on markets and 


(much less 


mail 


tercession of 


to be your adviser 
how best to reach them with what 
you can afford to spend under your 
special conditions of product, price, 
competition, etc 


We repeat the publisher-agency 


relationship is very frequently not 
compatible with an advertiser’s best 
interests. It may not in actual prac- 
tice work out too badly but it is 
loaded with dynamite and basically 
unsound. 

We should perhaps try to end on 
a positive note. We can with sin- 
cerity give a few compliments to 
these specialized hucksters with the 
figurative work gloves and welder’s 
goggles. In spite of our anonymity 
we may be glad to have mere mats 
sailing over our heads rather than 
wood mounted electrotypes aimed 
straight for our teeth. 

All right, here’s what our indus- 
trial advertising agency is good for, 
as far as we are concerned: 

They have an office setup .. a 
place to interview media salesmen 
(although most of them still call 
on us, anyway). They have a clear- 
ing house for art talent and engrav- 
ing services and they run a wrap- 
ping and mailing department. And 
they have adequate telephone serv- 


Which ad attracted more readers? 


Below is the answer to the problem on page 60. 


® PITTSBURGH Piping & Equipment 
Co. attracted twice as many readers, 
including those who noticed the ad 
but skipped most of the copy. 
National Valve & Mfg. Co. ap- 
peared to be aiming solely at iden- 
tification of the name, Navco, with 
The ad undoubtedly meets 
But the poster technique, 
attention-getting 
power for the off a 
poor second best in attention power 
in a publication because 
the story was so limited. 
The picture was fairly 
the headline was easy to understand 
. but a 


piping 
its aim 
which has such 
public, came 
business 


dramatic, 


and the layout was good . 
picture of a power station, even in 
Power, simply didn’t have enough 
to say to match Pittsburgh’s prob- 
lem-solving technique in attracting 
notice, casual or otherwise. 
Pittsburgh's theme was reheating 


Pittsburgh 


Seen- 


Noted Assoc. 


of steam at high temperatures 
apparently a problem that power 
engineers are strongly interested in. 
Probably only someone in the pow- 
er field can say whether the copy 
offers any information of value on 
the problem. Copy gets off to a 
slow start. Whether the symbolic 
eye helped the illustration is ques- 
tionable. But the reheat theme un- 
doubtedly was a big factor in at- 
tracting notice. 

National got a Read Most score 
lower than Pittsburgh’s, but that’s 
deceptive because of the poster 
technique. When one ad is the pos- 
ter type and one isn’t, you cannot 
make a fair comparison of Read 
Most scores, since to see a poster ad 
is to read it (actually there is no 
copy to read). 

The scores, as reported by Daniel 
Starch & Staff, New York: 


National 
Read 


Most 


Seen- 


Noted Assoc. 








10% ] J 9% 


172 








ice so we can talk to them at length 
almost every day. The head man 
has a membership in a pretty good 
downtown club where we can lunch 
before signing schedules. 

Some industrial advertising agen- 
cies may have one or two men- 
about-town who are handy for help- 
ing to entertain visiting firemen, 
customers, prospects or commission 
representatives. But we don’t be- 
lieve industrial agency men are so 
hot on this part of the huckster ac- 
tivity and we mean that as a sort 
of left-handed compliment. 

No doubt that all advertising 
agencies have the facilities men- 
tioned, with various ramifications. 
How well they function and what 
additional services they have to of- 
fer depends, of course, on the skill 
and numerical strength of their 
staff which, in turn, depends on 
their gross income. 

It would be only fair to add that 
we can visualize an industrial agen- 
cy as being well able to afford 
pretty good service to a large in- 
dustrial advertiser who has a prod- 
uct where every smokestack sug- 
gests a prospect. The chances are 
that schedules for numerous hori- 
zontal and vertical business papers 
and general business magazines 
would yield enough income on a 
commission basis so that the agency 
could afford the time and abilities 
of a pretty good contact man and, 
in addition, some real, studious, 
creative talent. 


Helps Small Advertiser . . Fur- 
ther, there is no doubt that the in- 
dustrial advertising agency can be 
very helpful toa small manufacturer 
who knows nothing about market- 
ing and who cannot afford a full 
time advertising manager of his 
own. This manufacturer has a ma- 
chine and he needs a folder de- 
scribing it, maybe a catalog and a 
price sheet and he thinks he “ought 
to do a little advertising.” He thinks 
he ought to run an advertisement 
in the business paper he reads. 

The industrial agency man can 
perhaps serve by suggesting other 
and better message carriers. Per- 
haps he can explain the function of 
advertising to a small manufacturer 
whose main interest has been in de- 
signing and manufacturing a ma- 
chine or some equipment. We can 





Here's What We Read! § 





cot SCOOPED THE WORLD 


On The Vital Iranian Issue -- 


AND SO O1L HISTORY 
WAS MADE! 


ow ' 


The March 1952 number of The Oil Forum contained the most extra- 
ordinary and timely article ever published by an industrial maga- 


zine. It is an amazing document! 


The Oil Forum ‘‘scooped’”’ the entire petroleum press, and the news- 
papers of the world, with an exclusive 25,000-word discussion of 
Iranian thinking on its oil nationalization policy. This was especially 
written for this monthly journal by an Iranian Government Official, 
regardless of the fact that the publishers and editors are strongly 
opposed to nationalization of industry. 


Never before in the history of the publishing business has a Gov- 
ernment used a trade magazine to carry its plea on an issue vital 
to its country’s economy, while the best minds of American and 
British diplomats were stymied. 


So important is this discussion that the Government of Iran pur- 
chased 2,000 copies of our March number at the regular single- 
copy price. 


B. Orchard Lisle 


T. Orchard Lisle 
Joint Editor-Publisher 


OIL FORUM 


AN ADVERTISING MEDIUM FOR THE DISCRIMINATING ADVERTISER 








If you wish to reach the 


If you want full information about 
our coverage drop us a line asking for 
our Booklet No. 60 which lists more 
than 2100 publications that we read, 
divided into four major classifications. 
Booklet also contains some interesting 
information about our method of han- 
dling clippings. Booklet | No. 50 “ Maga- 
zine Clipp gs Ai d ” cells 
how the service is used by business 
organizations and their agencies. 


BACON’S CLIPPING BUREAU 
Business Papers @ Farm Publications 
Consumer Magazines 
343 So. Dearborn $t., Chicago 4 


coal trade use 





NEW YORK 
Whitehall Bidg. 


CHICAGO 
Manhattan Bidg. 


For over 67 years the leading 
journal of the coal industry 
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Advertisers get the BEST COVERAGE 
of the Industrial Heating, Forging, Steel Plant 
and Heat Treating Markets through . . . 


INDUSTRIAL HEATING 


and more manufacturers selling these markets use I. H. than any other publication! 


Reach over 16,000 operating Executives, Plant 
Superintendents, Foremen, Production Managers, 
Plant Engineers, Metallurgists, Chemists, Fuel 
Engineers, Heating Specialists and Heat-Treaters 
through |. H. Industrial heating, as a market, 
is now entering a period where industry is re- 
appraising all manufacturing operations that in- 
volve the use of heat, with a view of immediate 
and extensive replacement by modern equip- 
ment and |. H. reaches every man con- 
cerned with industrial heating operations . 

100% coverage, regardless of classification. 


1. H. Produces Results . . . Because |. H. is the 
only publication editorially specializing in all 
the industrial heating processes and equipment 
needed in the manufacture, finishing, processing 
and heat treatment of metals, advertisers have 
found that even when the cost of single units 
is relatively high, |. H. can and does move prod- 
ucts economically in these classifications. 


On the right is a partial list of the products /. H. 
has successfully sold. Write today for specific 
recommendations on how to sell your products 
most effectively through /. H. 


INDUSTRIAL HEATING ¢ 





If you make these products 
sell them through 


INDUSTRIAL HEATING 


r of all 1 Heat 








1400 Union Trust Bidg., Pittsburgh 19, Pa. 


Decals 


grintt rene, 


‘ 
4M soive your ** 


FIRM: View-lex, Inc 
PRODUCT: Lite-O-Srat 
PROBLEM: To elin 


caused by mold 


to plasuc shell of Lite-O-Stat, yet 


inate breakage 


£ instructions in- 


retain legibility, neat appearance at 
low cost . 

SOLUTION: Meyercord nameplate 
Decals eliminated a// 


loss of plastic shes 


breakage 
saved 48 | 
provided more legible instructions 
and neater appearance at the lowest 


possible cost 
Send Us YOUR Nameplate Problem 


THE MEYERCORD CO., 
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CHICAGO 44, 


FREE! 
Se ‘ 


*P ee 


Write today for 
complete Meyercord 
nameplate manval! 
Address Dept. 5-4 


ILLINOIS 


readily see that such a manufac- 
turer could be helped by drawing 
to his attention that, while industrial 
advertising has its limitations, it can 
do jobs for him that he cannot af- 
ford to have his own salesmen or 
representatives do. It can help him 
with the selling job . . do some parts 
of it quicker and cheaper. 

In other words, the industrial ad- 
vertising agency man can well be, 
in a very limited way, a part-time 
advertising manager for a number 
of small manufacturers. However, 
the minute they can afford to get 
themselves full-time men on their 
own payroll, they are lucky. When 
they do, then the agency man is 
back to his almost useless status as 
a mere costly middle man. 

We cannot think of anything from 
model-making to research where 
the industrial advertising manager 
or someone in his own department 
is not better off dealing directly 
with the specialists who are going 
to do the work . . unless perhaps he 
needs personal or corporate anony- 
mity, for example in survey or re- 
search work. 

Maybe we should make the col- 
lateral statement that if the agency 
man is really smart enough to make 
contributions of value in connection 
with these various then 
the 159% or 20° would usually not 
be enough (we repeat if he is 
just passing work on, it is too much 
to pay out of your own pocket.). 

If the 15°% or 20% is not enough, 
you are back to the fee basis, which 
of course, is basically sound. But 
that brings you again to the agency 
man as virtually a part-time adver- 


services, 


tising manager and the question is 
whether, when the fee gets substan- 
tial, the manufacturer would not be 
better off financially and every 
other way to hire him, have com- 
plete control of him, and have him 
know all about the business. 

So now we have almost completed 
the circle. For our purposes the 
industrial advertising agency man is 
good for production jobs involving 
our publication advertising. He 
gets the plates ordered . . the right 
size and mailed to the right pub- 
lisher. He is getting 15% from the 
publisher which we cannot ethically 
receive so he might as well do some- 
thing for his setup gravy. 

Let us go the whole hog and 











repeat . . if the publisher did not 
pay that 15° on space billings, we 
would not bother with the boys at 
all . . that is, in a business way un- 
der present conditions. Albeit they 
are mostly grand fellows who have 
just enough personality to be color- 
ful and who yet are conservative 
enough in their deportment so that 
you are not embarrassed when you 
introduce them to your treasurer, 
who is all too familiar with their 
names on the checks. He probably 
thinks they get the gross amount 
of the check, because it is made in 
their favor. He also thinks they 
really should be (and would prefer 
to be) writing singing commercials 
rather than “talking sense.” 

That's all for now . . we have a 
semi-annual date with one of the 
boys and it will be a good luncheon. 








ALL-YEAR SELLING 
LEVERAGE ON A 


MAMMOTH MARKET 


The entire Meatpacking industry (a 
more than $12,500,000,000 market) 
looks to The Guide for essential in- 
formation on every phase of their 
business . . . construction, operations, 
plant ideas and services are fully 
covered . . . with a cumulative index 
for quick access to related data in 13 
earlier editions (retained by most for 
permanent reference). And up-to-date 
information on everything bought by 
Meatpackers is found in the Buyers 


Post Luncheon Thought . . We 
know it will never happen after the 

extensive surveys and special re- THE MARKET: The Meatpacking In- 

dustry produces over one-third of 

ports that have been made, but our all food volume more than 

basie idea for straightening out the $12,500,000,000 per year. It is a 

whole setup is that business papers huge, concentrated market for such 

F | items as: Processing and Pack- 

. and all other media . . should aging Equipment and Supplies, 

have the same net price for every- Materials Handling Equipment and 

d : oar ee wwedie Meiate 
ouelandahiould be acldvon tut bests Devices, Ingredients, Maintenance 


4 Supplies (such as Coal, Oil, Gaso- 
to everyone with money to pay. line, Wiring, Motors, etc.). 





Guide and Purchasing File Section. 


* 
You get advertising coverage of 
virtually all buying factors in 
the field at only pennies per pros- 
pect: 


ONE OR MORE COPIES OF 
The Guide GO TO EVERY COM- 
MERCIAL MEAT PACKING, 
SAUSAGE MANUFACTURING, 
PROCESSING AND BY-PROD- 
UCTS PLANT IN THE INDUS- 
TRY! And extra copies cover 
individuals with a major pur- 
chasing voice. 

* 
Reserve enough space for a full 
sales story—or a catalog insert 
—now! 

* 


The only reference and data book 
for Meatpackers and related manu- 


facturers 
1S THE 


ANNUAL 


MEAT PACKERS 


GUIDE 


published by 


THE NATIONAL PROVISIONER 
15 W. HURON STREET, CHICAGO 10, ILL. 
18 E. 41st STREET, NEW YORK 17, N. Y 








As far as what you are going to 
put in your advertisement, you 
should hire a full-time advertising 
man and pay him what he is worth 
in the market. If you cannot af- 
ford that, you should hire him part- 
time on a professional basis for a fee. 

If you have an advertising man 
and need special or additional serv- 
ices you should supplement his 
work with outside talent . . again 
for a professional fee. We cannot 
see why if advertising men are 
striving for acknowledged profes- 
sional status, they are not willing 
to go on a professional basis as do 
accounting firms, auditors and other 
similar services to business. 

We are thoroughly convinced that 
while it may work in a loose way, 
the publisher-agency relationship is 
not basically sound and is in great 
part responsible for the peculiar in- 
adequacies and expensive ineffi- 
ciencies we have outlined. On the 
professional basis you might actual- 
ly pay out more of your own money, 
but you could probably get real 
value for it, dollar for dollar. 

And now we will duck for cover! 





* 

COVERING THE MARKET: For more 
than 60 years, THE PROVI- 
SIONER has been paid for and 
read by the men who make the 
important buying decisions in the 
plants which do most of the busi- 
ness. It reaches 97% of the com- 
panies you want to sell. Renewal 
Rate: almost 85% for over 15 
years — 85.69% for 1951 — all 
l-year subscriptions. 


* 

Write for information about 
SPECIAL SELLING SERVICES 
available to Provisioner advertisers 
— and how to get specific, detailed 
data on potentials for YOUR prod- 


uct or service in the big-buying 
Meatpacking market, 


* 
THE ATIONAL 
o @ 


READ AND RESPECTED FOR 60 YEARS 
* 
15 W. HURON ST., 
CHICAGO 10, ILL. 


18 W. 41st st. new YORK 17, N.Y 
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FREE COPIES 
TO AGENCIES 


Interested in the Bedding Market 
If you are not familiar with BEDDING 
BUYERS GUIDE & COMPOSITE 
CATALOG, don't overlook th r 
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erences .. not so much as to specific 
media, but rather as to character of 
appeal. Thus, one agency will stress 
direct mail; another, space; still an- 
other, catalogs and brochures, when 
what is really needed is a panoramic 
appreciation of the client’s problems 
and a broad application of all of the 
available advertising techniques to 
the consumer-acceptance of the 
product. 

Basic to the development of such 
a relationship is a thorough under- 
standing by the account executive 
of the client’s business, his line and 
his markets. 

That is why one should carry the 
above husband-wife analogy a step 
further. Once you’ve found a good 
agency and have lived with it a 
while, you’d better stick to it. May- 
be divorce and remarriage might 
find you a better one, but the statis- 
tical evidence is against it! 


® WE EXPECT our advertising agen- 
cy to consider itself a department of 
our company, giving us a “full” 
not just preparing ads 
but con- 


service 
and company brochures, 
tributing the agency’s best thinking 
on how it can assist us in reaching 
our long range objectives. 

Every fall our agency lays out a 
program for the coming year (with- 
in the tentative 
allocate) 


budget figure we 
We accept, alter or re- 
We believe the 


value of the services that a good 


ject the proposals. 


advertising agency can render is in 
proportion to the client’s willingness 
to the agency, to un- 
and to work 
closely and in harmony with agency 


to “open up” 


derstand its position, 


personnel 


Charles L. Hardy 
President 


Joseph Ryerson 


® WE EXPECT our advertising agen- 
cy to present a good over-all mar- 
keting program each year, and early 
enough in the fall to make it pos- 
sible to get all schedules easily into 
operation at the first of the year. 
We expect them to keep so close- 
ly informed about our business and 
the industry that they can quickly 
make recommendations for changes 
so that our marketing program may 
always be abreast of the times. 


Harry M. Dent 
President 
irez Plastics 
themicals 


Tonawanda, 


® OUR ADVERTISING AGENCY relations 
are satisfactory insofar as good art 
and copy are concerned. The agen- 
cy and our own staff secure results, 
which, of course, is what we expect 
of them. 

It is my opinion that advertising 
agencies, generally, should do more 
to secure a close relationship with 
their accounts not leaving this 
entirely to the liaison of the account 
executives. They should learn 
clients’ sales problems at first hand 

. spending time in the field to know 
just what the salesman is up against. 

It has seemed to me through the 
years dating beyond our present re- 
lationship that industrial agencies 
are lax in developing ideas for cam- 
paigns and rely almost entirely upon 
the client. 


A. K. Marsters 
Vice-President of 
Sales 


ome Optical 
Southbrid dge, Mass. 
# There are two points in agency- 


client relationships which deserve 
more attention than they usually 








get. First, agency-client relations, 
to be harmonious, must start with 
a clear understanding of each oth- 
er’s policies in order to meet speci- 
fied advertising objectives. 
Secondly, sometimes clients forget 
the many services that are available 
to them from or through their agen- 
Agencies should make a habit 
of occasional reminders in one form 


cies. 


or another. 
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& ABOVE ALL else, we expect our ad- 
vertising agency to share with us a 
comprehensive appreciation of the 
sales and marketing problems of a 
serving 
As we 


diversified 
200 
are organized on a divisional basis, 


very company, 


more than industries. 
we expect the agency to provide us 
with account executives who are in 
almost daily contact with divisional 
advertising managers, who know the 
industries served, and who are fa- 
miliar with the products we sell. 
Our institutional campaign 
rected by our agency’s president, 
who, of course, familiarizes himself 
with all phases of our operation and 


is di- 


organization. 

We encourage better agency-client 
relations by including agency per- 
sonnel in many company functions. 
At times, we ask our agency to pre- 
sent its concepts of our advertising 
requirements to our sales manage- 
ment group. 


D. W. Darnell 


hairman of the 





STORES 


~ the big 


CHURCHES 


PLANTS 


OFFICE 
BUILDINGS 


et specified on 


yobs 


THEATERS 


HOTELS 


PUBLIC 
BUILDINGS 


HOSPITALS 


The big jobs have to be “engineered.” In 


almost every case of new construction, and 

in many cases of modernization and maintenance 
for commercial, industrial and public buildings, 
an engineer is consulted to solve the complex 
problems of air conditioning, heating, piping, 
refrigeration, etc. Make sure that when he sug- 
gests the use of certain products he mentions 
yours by name. 

Create this preference in his mind by giving him 
your product in the publica- 
tion he consults regularly—HEATING AND 
VENTILATING. This is the magazine edited 


with the practical problems of the air condition- 


information about 


ing, heating, piping and refrigeration engineer 
in mind. It is the magazine specifically edited 
to cover the interests of the men who engineer 
installations for the larger buildings, as distinct 
from homes. 

To learn more about who these men are, the 
work they do, and their importance as buying 
booklet, “How 
24-page booklet 


manual of 


free 
This 


piece, but a 


write for the 
Equipment is Bought.” 
is not an advertising 


influences, 


helpful information for those who are interested 
in this market. 


An Industrial Press Publication 





Tell Wore! 
Sell More! 


SCHOOLS 
HOUSING 
PROJECTS 


UTILITIES 


witH A Yatemadcter! 


Ar ordinary ring binder that we have made into a valuable 
selling tool it sets-up and takes-down in split seconds 
its simplicity makes it inexpensive. Carried in stock. Also 
100s of other items 


SEND FOR FREE FOLDER! 
Sales Jools, Jue. 


1706 WEST WASHINGTON BLVD. 
SPOOOOHHSOHSHHHSHOHHHHSSOHOHSOHHSHOHOOSOSOOEOES 


® WE EXPECT OUR advertising agen- 
cy to be as familiar with our adver- 
tising needs as we are familiar with 
our own marketing and production 
requirements. We expect to have 
the collective viewpoints of our ac- 


count executives and the agency CHICAGO 12, ILLINOIS 
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DAILY CONTACT WITH ALL MILLS / 


_.. Thats What Vou Get When 
You Place Your Product lnformation In - 


PAPER &- BULP MIL cme 


a eeke 


omrany 
Apryene  ceereyey amt dees wae 
: a a 


Your entire sales force cannot cover 

all of the ground. Neither can you expect your 

literature to stay on the desk of your prospect for any length of time. 
But, the PAPER & PULP MILL CATALOGUE gets to the right man 
and remains at his finger tips for a full year. And, it is constantly 
consulted when important mill changes or additions are being con- 
sidered. That is why you should be represented in each year’s edition. 
We are now preparing the 1952-53 edition. Consult us ‘today regard- 
ing space reservations. Single pages or multiple pages (catalogue 
style) are accepted or we can bind-in furnished inserts of 2, 4, 8, 12 


or 16 pages. 


The PAPER INDUSTRY 


Gives you the means of making monthly 
contacts with key men of the Paper & 
a Manufacturing Industry. It has the 
largest net paid circulation to mills... 
it’s the oldest ABC monthly 
in the industry. Its editorial 


content is not excelled. It’s 
a must in combination with 
the Catalogue. 
TO PAPER AND 


FRITZ PUBLICATIONS, INC. SiiNeeimnii 


A SERVICE ORGANIZATION 








43] SOUTH DEARBORN STREET, CHICAGO 5S, ILL. 


TRADE ASSOCIATIONS OFFER 
| INVALUABLE SERVICE on UNFAMILIAR |, 
MARKETING PROBLEMS 


1952 Market EYE) & Sissitiny Number 
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principals in establishing with us 
long-range programs for each of our 
products and services in all the in- 
dustries we serve. We further ex- 
pect the finest creative and produc- 
tive talent available, with economy 
dictated by the relative value of 
each project when compared with 
the cost of the complete program. 


Roe S. Clark 
President & 
Treasurer 

Package Machinery 
Co. 

East Longmeadow, 


Mass 


® IN SPITE OF the limitations on 
materials and other restrictions due 
to the war economy, we are con- 
tinuing our advertising program 
covering improved and new types of 
machines for economy, appearance, 
and protection. 

The tempo of government work 
will, no doubt, increase during the 
year, further affecting some mate- 
rials, but not seriously affecting 
many. We believe any agency han- 
dling advertising must keep pace 
with constantly changing appeals to 
users. 


J. W. Fisher 

Exec. Vice-President 
Fisher Governor C 
Marshalltown, Ia. 


® TO SERVE PROPERLY a specialized 
industrial equipment manufacturer, 
an advertising agency should be 
prepared for and equipped to: 

1. Understand to a _ satisfactory 
degree the uses of devices manufac- 
tured by its client. 

2. Have an appreciation of utiliza- 
tion and markets of the products of 
its client. 

3. Be able to suggest intensity and 
direction of trade advertising to be 
used by the client. 

4. Be able to offer suggestive 
ideas of advertising themes and pro- 
grams which will be appealing, in- 
formative and instructive and have 
sales power. 
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401/Circle on Readers’ Service Card 


How to get better service 
from space salesmen 

An idea worth trying is this “Media 
Interview Guide” published by Dow Chem- 
ical Co., Midland, Mich., to conserve the 
time of its advertising department and get 
better service from space salesmen who 
call. Booklet lists products and personnel 
and outlines Dow advertising policies. 
This gives the salesman facts he should 
know, often eliminates time-consuming 





402/Circle on Readers’ Service Card 


More punch for your letters 
and announcements 

How to put more punch in your letters 
or announcements to your staff and your 
customers may come easier for you with 
the sample portfolio offered by Carr Speirs 
Corp., Stamford, Conn. Kit contains 25 
81x11” two-color bulletin forms with a 
punch heading and eye-catching illustra- 
tion. Space for your own message is am- 
ple. 





403/Circle on Readers’ Service Card 


What, why and how 
of expansion plans in industry 
Do you know what markets are plan 
ning to expand their operations . . which 
ones are headed downward? Here is 
vital data on these questions in McGraw- 
Hill's survey of industry’s expansion plans 
for 1952-55. Survey includes the what, 
why and how of expansion plans by many 
different industries. 





404/Circle on Readers’ Service Card 


When and how to keep records 
. - when to throw them away 

The often vexing problem of what office 
records to keep and which to destroy is 
clarified for executives in this detailed 
handbook published by Remington Rand. 
The profusely illustrated booklet includes a 
checking chart listing the various types of 
records, and a case history of a record re- 
tention program. 
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How to sell the foundry market 

A comprehensive study of the foundry 
market by areas, capacity, type, supply 
houses and agents has been published by 
“Foundry,” a Penton publication; Cleve- 
land. A valuable working tool for ad- 
vertisers, agencies. A directory and list 
service is offered, and a marketing map 
of the foundry field. 





406/Circle on Readers’ Service Card 


The changes in the metalworking plants 
of Erie, Pa., a typical metalworking city, 
from 1940 through 1951 make must reading 
for people selling products or services to 
the metalworking industry. This supple- 
ment to the original Erie Report has been 
published by “Steel,” a Penton publication, 
under the title, “Erie's Metalworking 
Growth.” 
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Fluorescent silk screen colors 
. . tips on how to use them 

Users of promotion pieces requiring high 
visibility will get real use out of this chart 
of fluorescent silk screen color swatches 
and an instruction sheet for their use. 
Complete information including recom- 
mended silks, application methods, drying 
times and other advice is outlined in com- 
plete detail. Available from Radiant Col- 
or Co., Oakland, Cal. 


408/Circle on Readers’ Service Card 


Facts and figures about 
‘Scientific American’ 
How “Scientific American” reaches the 
technical side of busi | t is” 
told in this exhaustive new study, “Facts 
and Figures about Scientific American.” ” 
The heavy presentation reports on edito- 
rial, circulation, advertising growth. In- 
quiries on business letterheads are invited; | 

presentation will be delivered in person. 
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BUSINESS REPLY CARD 
First Class Permit No, 95, Sec. 510, P. L. & B., Chicago, Ml. 








Readers’ Service Dept. 
INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, Ill. 
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What you should know 
about packaging 

A check-list of things you should know 
about packaging is offered by “Food En- 
gineering” . . an eye-opener to people who 
must contend with this problem. Such 
complexities and possible pitfalls as_fabri- 
cation, development, materials, legal as- 
pects and related problems are outlined 
in a 14x18” check-list that is applicable to 
consumer and industrial packaging. 





410/Circle on Readers’ Service Card 


Industrial advantages 
of Colorado 

Managements contemplating new plant 
sites may find the booklet, “An Analysis 
of Industrial Colorado” worthwhile read- 
ing. It details climate, natural resources, 
labor, living conditions, taxes and other 
pertinent topics in comprehensive fashion. 


4 
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411/Circle on Readers’ Service Card 


High-speed daylight 
fluorescent printing offered 

The successful adaptation of daylight 
fluorescent materials to high speed letter- 
press equipment is explained in a bro 
chure by W. H. Wilton, Inc. The Wilton 
methods free this process of the limita- 
tions inherent in silk screen. 





412/Circle on Readers’ Service Card 


A small amount of neoprene latex added 
to paper pulp produces paper with im- 
proved wet strength, internal bond and 
impact strength, and chemical resistance. 
Detailed information on its properties and 
its uses in various wrapping and packag- 
ing applications is available in a techni- 
cal bulletin entitled, “Neoprene Treated 
Paper” by DuPont. 








BUSINESS REPLY CARD 
First Class Permit No. 5, Sec. $18, P. L. & BR. Chicege, Ml. 








Readers’ Service Dept. 


INDUSTRIAL MARKETING 
200 East Illinois St., Chicago 11, DL 


413/Circle on Readers’ Service Card 
Printing production tips 

keep you abreast of latest 

The Advertising Typographers Assn. of 
America, Inc. has decided to enlarge the 
coverage of its publication, “Type Talks” 
in response to popular demand. Produc- 
tion people will find the informative book- 
let a great aid in keeping abreast of the 
latest developments in their field. “Type 
Talks” will be mailed free on request. 
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Lightweight display unit 
developed for dealer meetings 

For sales presentations or use in dealer 
and jobber sales meetings, exhibits at 
state fairs and trade shows, this portable, 
lightweight, cardboard display unit was 
developed by the Capex Co. Brochure 
gives full details. The set-up dimensions 
(maximum) are 72x48x24”. The display 
unit can be packed in a suitcase size 
carton. Average weight of unit: 50 pounds. 





415/Circle on Readers’ Service Card 


Faster production 
with photographic typesetter 
Production men will find useful a book- 
let on a portable photographic typesetter. 
Fonts of available type include nearly all 
type faces ranging in size from 10 point 
to 144 point. Type can be set in the art 
or production department and etch proofs 
developed in a few minutes. The brochure 
is made available by the Filmotype Corp. 


416/Circle on Readers’ Service Card 
Decals . . and how to use them 


Product identification and promotion by 
means of decals is interestingly presented 
in a booklet by Palm, Fechteler & Co. 
The various kinds of decals and how to 
apply them inexpensively are explained 
in text and pictures. 
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they never get beyond the stage of 
generalization. 

In going beyond the topic of eco- 
nomic education, into the area of 
human relations, the Industrial Re- 
lations Center had figured that there 
isn’t much point of teaching basic 
economic education to supervisors 
if employes won’t listen to them 
talk about it. So Maize supervisors 
were taught the mechanics of get- 
ting along better with people, un- 
derstanding them, teaching them to 
pull together. 

To make sure the students get 
something out of the course, at both 
Republic and American Maize the 
checks were frequent. At Republic, 
for example, where a check was 
made after the series was completed, 
in order to compare it with the 
earlier survey, it was found that 
some needed adjustments to view- 
point had been made. Originally 
39% of employes polled believed 
that “capitalism” is not productive; 
after the lecture series the per- 
centage dropped to 13.4%. Orig- 
inally 23.5% felt that companies try 
to conceal profits through upping 
depreciation charges . . after the lec- 
tures, only 12% believed it. In 
short, the Center series lends itself 
to continuous check . . the course 
is either doing a job or it isn’t, and 
it is no great task to find out. 

In announcing the series at Amer- 
ican Maize, the employe journal . . 
“The Amaizo Corn Ear,” edited by 
Nadia Monberg . . summed up the 
company’s hopes about the coming 
course in a paragraph that packs 
a heavy message for those of man- 
agement realistic enough to soak 
it up: 

“For the most part today, com- 
panies are no longer competitive on 
the basis of their machines, mechan- 
ical equipment and processes alone, 
although that is important. If two 
companies in the same _ industry 
have the same equipment and use 
similar processes, then the only im- 
portant difference between them is 
the kind of employes they have. 
Better trained and better informed 
employes will always place a com- 
pany in a better competitive posi- 
tion.” 





EXAMPLE No. 2. 
Among manufacturers of 


ABRASIVE, ASBESTOS AND MISCELLANEOUS 
NON-METALLIC MINERAL PRODUCTS 


247 KEY PLANTS EMPLOY 75,266 
— account for 84.9% of total employment, 


84.9% of production in this industry. 


The latest McGraw-Hill Census identifies each and every one of these 
247 major plants — those with over fifty employees — by name, location, 
number of employees, and chief product manufactured. 

This field includes abrasive and asbestos products, steam and other 
packing, pipe and boiler covering, natural graphite, minerals and 
earths (ground or otherwise treated) non-clay refractories, statuary 
and art goods (factory production), other non-metallic mineral prod- 
ucts, and sand-lime brick, block and tile. 

It is only one of 144 segments of manufacturing industry. In each 
of the 144 segments, McGraw-Hill’s Census isolates, identifies, classifies 
and rates the worthwhile manufacturing plants. 
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Last year’s winners received awards at the National Industrial 


Advertisers Association conference in New York. Awards for 


Business paper editors . . 


1951 
Chicago conference. 


editorial performance will be presented next June at the 
Fifteen plaques, 30 certificates are offered. 


How to win an award for editorial excellence 


IT’S EASY TO ENTER this competition because you've already done 
90° of the work. You enter material that you have already pub- 
lished . . All you need do is organize 
your entry, fill in a form and send it in. 

Here's your chance to win national recognition for the editorial 
job you did in 1951. Any time until next May 1, you can enter 
Industrial Marketing's 14th Annual Business Paper Editorial 
Achievement Competition. 

This is your annual opportunity to dramatize high quality edi- 
torial content to both your advertisers and their agencies. 
can be submitted in any or all of the following groups. 


something you're proud of. 


Entries 





L. For the best stories of related articles on one theme, The 


articles must appear in two or more tissues 


2. For the best single article or editorial serving the pub- 


field 


lication’s Judges will consider either technical or 
general articles, editorials, news, and presentation of tech 


nical or product information 
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3. For the best single issue, special issue or annual issue 
devoted principally to a single subject or central theme. 
Independent directories, or one-time publications are not 


eligible 


4 kor the best graphic presentation appropriate to the pub- 
lication’s function. Individual articles or complete issues will 
be judged on design, format, typography or treatment of il- 
lustrative drawings or photographs. 


os For the best original publication, market or technical 


research published in a regular issue. Research must be 


initiated by and financed by the publication. 


Remember your entry will be judged in competition 


with other publications in your own field. 





This is what the winners said . . 


“To say that I am delighted is inadequate to express our pleasure at winning a first- 
place plaque . . this seems the more remarkable because of the veil of mystery which 
has heretofore surrounded the subject of trust funds, and comes as the kind of sur- 
prise we like . . Christian C. Luhnow, editor & publisher, Trust & Estates, New York. 





“We are very proud and most pleased to receive this award and I am sure it will give 
a great deal of satisfaction to the members of our editorial staff as well as our edi- 
torial board” . . M. E. Herz, publisher, Modern Medicine, Minneapolis. 


“Needless to say we are proud to have received this recognition particularly as the 

issue which won the award reflected the hard work of our entire editorial staff . . ; Be, 

Godfrey M. Lebhar, editor, Chain Store Age, New York. pad Sy 
FORME DVTORTAL 


“Thank you for your letter, advising us that Tappi was selected as one of the winners ¥ PO AGAVEVEN ENT 
I am sure the individuals who made considerable effort to prepare the articles in- , : . 
volved will feel well repaid” . . R. G. MacDonald, editor, Tapp, New York. 


= First place bronze plaques (15) and framed certificates of merit (30) 
are offered in three broad groups of business paper publishing: Group A 
. industrial; Group B . . merchandising, trade and export; Group C . . Ae ee 
class, institutional and professional. \ i fi Gai b 0t¥ ecumeccdlaanaioe 


UHLiEteb wvRihe Pie PEHTOD 
= Winning entries will be named by three panels of judges, carefully 
selected for their knowledge of the field served by each group of business 
papers. Each entry is examined by the judges of its group. 


= Editors and publishers may enter published material from issues dated 

January, 1951, through December, 1951. The competition is open to all Sitercrtb 
editors of business papers published in the United States or Canada. The aceeriat | 
competition is not open of editors of internal or external company publi- 

cations. Foreign publications or foreign language publications are not 

eligible. 


= Deadline: May 1, 1952. All entries must be postmarked not later than Handsome first place bronze plaques will bi 
Thursday, May 1, 1952. awarded to editors for 1951 excellence. 
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Use this coupon 
to order 
entry blanks 


To: Merle Kingman, managing editor 
INDUSTRIAL MARKETING 
200 E. Illinois St., Chicago 11, Ill. 


NOTE: Deadline: May 1, 1952 Please send us. . . entry blanks (one for each entry) for the 14th 

. ‘ ? Pap Editorial Achievement Competition ir 

Physical size of entries must not ee ee ee " 
classified in the following group: 

exceed 18” x 24”. Elaborate entries 

(] A. Industrial 


are not necessary. 
(] B. Merchandising, Trade and Export 


Any publisher may enter more 
than one entry in more than one [] C. Class, Institutional, Professional 
classification. However, duplicate Editor 
entries must be submitted. Also, Publication 
when submitting multiple entries, a perm 


separate entry blank must be at- i 
ity 








tached to each entry. 
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Business papers to run 1,300 


ad insertions for scrap drive 


Cover story 


® THE NATION'S business publica- 
tions have pledged themselves to 
run more than 1,300 ad insertions 
this year in support of the Adver- 
tising Council’s drive to raise steel 
scrap 

The Advertising Council, formed 
as a non-profit organization early 
in World War II to marshal the 
forces of advertising behind the war 
effort, thus has launched a success- 
ful start on a new campaign to help 
raise 36,000,000 tons of scrap needed 
for the defense effort in 1952. The 
National Production Authority and 
the Iron & Steel Institute turned to 
the Advertising Council to handle 
the drive because of the council's 
success in a similar drive in World 
War II. 

Business publications form the 
backbone. The council appointed 
James Thomas Chirurg Co., Boston, 
to create the campaign; the agency 
prepared 21 ads which were incor- 
porated in a folder and distributed 
to business publications with a plea 
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to support the drive. Publishers 
were asked to run one of the ads 
each month; the council offered to 
send electros without charge. The 
aim was to persuade top manage- 
ment in all industries to search its 
plants for needed scrap. 

Copy for the ads was prepared by 
Howard G. Sawyer, who had pre- 
pared the wartime campaign sey- 
eral years ago. This time he wrote 
the copy in one afternoon sitting in 
a car under a tree 

Illustrations ranged from artist’s 
sketches of “Scrappy”, an animated 
steel robot revived from the pre- 
vious scrap drive, to a dramatic 
photo of U. S. Steel Co.’s Spruce 
Mine, Oliver Mining Div., Eveleth, 
Minn., in the Mesabi Range (see 
cover). The latter is an air view 
taken by photographer Paul Shafer. 
Art and layouts for the ads were by 
Frank Balduzzi and Warren Buck- 
ley, art directors of Chirurg’s Boston 
and New York offices respectively. 

The drive is concentrating on in- 
dustry and farms. The public is not 
asked to contribute scrap. But the 


council and its business supporters 
have aimed several hard promotion- 
al events to dramatize the drive to 
the public to “create an atmosphere 
in which actual collection might be 
made faster and easier.” 

One of these was a ceremony on 
the tracks of the Erie Railroad, 
which turned over 11 steam locomo- 
tives to the scrap drive. As tele- 
vision cameras brought the show to 
the public, giant cranes dismantled 
the locomotives and placed the parts 
on freight cars for shipment to the 
mills. The locomotives, which are 
being replaced by modern diesels in 
a modernization program, supplied 
3,000 tons of scrap . . enough to pro- 
duce 500 medium tanks. 

To reach farmers and to reinforce 
a farm scrap drive carried on by 
NPA and the Department of Agri- 
culture, the council distributed an 
ad in mat form to all newspapers 
reaching farm audiences. More than 
600 newspapers have pledged them- 
selves to run the ad or to obtain lo- 
cal business sponsorship of the ad. 
In addition, a kit of literature is 
scheduled to go to farm implement 
manufacturers, dealers and farm pa- 
per publishers for distribution to 
customers. 

H. L. Coons, advertising man- 
ager, Keystone Steel & Wire Co., 
Peoria, Ill., and W. R. Ceperly, Fuller 
& Smith & Ross, Chicago, were in 
charge of the farm scrap drive. 

Chairman of the business publica- 
tion drive is Robert D. Mossman, 
advertising manager, Jones & 
Laughlin Steel Corp., Pittsburgh. 


Bank checks make twin 
promotion for Mosler, Todd 


Bank checks can make a promo- 
tion, 

Mosler Safe Co., Hamilton, O., 
and Todd Co., Rochester, N.Y., have 
collaborated to display an outstand- 
ing collection of bank checks in the 
show windows of Mosler’s New 
York offices. Todd designs checks 
for Mosler and for banks and other 
companies in this country and 
abroad. The collection shown was 
the work of Todd artist John Wen- 
rich, who creates check background 
designs. Todd makes and sells 
check designs and check protective 
equipment. 








Space buying patterns 


sontinued from page 6 





found. Because 
represent a number of clients, they 
tend to average out to some extent 
within themselves. But every ad- 
vertiser is individual. 
Among advertisers, 


Steller agencies 


the 
says, the two factors most likely to 
aliect space buying patterns are (1) 
the size of the advertising budget 
and (2) the kind of markets to 
which the company’s products are 
sold . . that is, the relative degrees 
of consumer and industrial market- 


report 


ing in which the company is in- 
volved. 

“Among the advertiser groups, 
size is advertising budget size,” says 
the report. “This is quite often re- 
lated only very loosely to sales. 
Even though advertising as a per 
cent of sales may be fairly consist- 
ent among competitive segments of 
industrial advertisers, it is often 
very different from that of another 
segment. 

“For example, a large basic metal 
processor with $100,000,000 annual 
sales spends one-quarter of one per 
cent of sales on advertising, while 
a portable tool manufacturer may 
have $25,000,000 in sales and spend 
2.5% on advertising. With one- 
fourth the sales he is spending 
$625,000 for advertising against 
$250,000 for the metal processor. His 
marketing problem is more complex, 
his advertising department is larger, 
and his advertising organizational 
pattern is more likely to follow re- 
lated size than related product.” 

Here, then, are the four “typical 
types” of advertisers, reported ver- 
batim from the Marsteller report: 


Advertiser Type 1: size: Large, 
with a total budget of at least $500,- 
000, and industrial expenditures of 
$200,000 or more. Both figures, and 
especially the total budget figure, 
may be much higher. TYPE OF MAR- 
KET: Largely consumer, but with 
some industrial products or applica- 
tions, as part of a diversified line. 
An advertiser of this type tends 
to gravitate to the large agency, or 
in some cases, may split appropria- 
tions among several agencies. Such 
companies include Johns-Manville, 








uccess Story 


Written by HPEN’s Advertisers! 


"You have hit upon the formula for catch- 
ing busy contractors and dealers," an ad- 
vertiser told us recently. That it is a suc- 
cessful formula is shown by the growth in 
HPEN's advertising volume in the 2 1/3 
years since Vol. |, No. | appeared — from 
50 1/9-page units in the tirst issue to over 


135 in the April, 1952 issue. Why this 
amazing success? First, because HPEN is 
the only paper devoted exclusively to giv- 
ing contractors, dealers and wholesalers the 
information in which they are most inter- 
ested — news of new products, product 
applications and new trade literature. Sec- 
ond, because its editorial format puts 
every advertisement near reading matter. 
Third, because its circulation of over 35,- 
000 assures thorough, across-the-board 
coverage of every part of the heating and 
plumbing market. Want more informa- 
tion? Send for our 8-page ‘'Facts" book- 
let. 
An Industrial Press Publication 
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Nine out of ten engraving buyers pay 
twice as much as necessary. Here E e 
fast, quality service used by mony good 
advertising agencies. 

Zinc halftones up to 6 sq. in. $1.00 
Zine etchings up to 7 sq. in. $1.10 
Mounting above zincs 10¢ each. Write 
today for samples of our work ond price 
sheet. Save 2 and more! 
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LEARN HOW 
YOU CAN GET 


MORE SALES 
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EXHIBITS 


CLIP THIS AD TO YOUR 


LETTERHEAD AND MAIL TO 
%6-26 43rd Ave.Corona 68, 


In. 
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Financial 6-5380 © 


ILlinois 7-2002 


I) plays and Exhitils 


ILLUSTRATED “Handbook of Sell- 
ing in Three Dimensions.” 20 pages 
crammed with helpful information 
for your next trade show, conven- 
tion, sales meeting, etc. 


FULL DETAILS of how Ivel has 
helped other firms solve exhibit prob- 
lems . . . end of how Ivel can help 
your firm get better exhibits. 


ILLUSTRATED STORY of amazing 
IVELPAK, the pre-fabricated, easy- 
to-use exhibit which you can buy or 
rent at an important saving. 
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Electric, Standard Oil, 
American Radiator-Standard Sani- 
tary, Swift and Ford. 

If the 
advertising 


General 


the 
relatively 


industrial portion of 
budget is 
minor, it is common to allocate a 
lump sum for that portion of the 
program and turn it over to a sub- 
manager of the department for spe- 
cific media selection, if the depart- 
ment is organized in such a way 
assistant has jurisdiction 


industrial phase of the 


that an 
the 
budget. 

tion is made directly to the agency 


over 
In other cases, the alloca- 


for spending on business papers. 

In either case, the agency media 
department is undoubtedly a factor 
in designating the papers to be used. 
The agency account executive may 
or may not be. The client’s top ad- 


vertising manager, who often car- 


ries a higher or broader title, sel- 
dom does detailed analysis on in- 
business sees 


dividual papers or 


many business paper space sales- 
men. Depending upon the setup in 
his department, however, an assist- 
ant may have great authority on 
He may even have 


the 


media selection 


a media department within 
company. 

With this type of advertiser, the 
generally accepted No. 1 paper in a 
given industrial field will usually do 
well regardless of the amount of 
effort Secondary 
papers have a hard time making the 


sales expended. 
schedule, also apparently regardless 
The appropriation 
is often 


of effort spent. 


for business paper space 
fairly inflexible, and not infrequent- 
ly is built around the amount nec- 
essary to do a purely representative 
job in certain industrial fields. The 
the 


publications, to make a sale, needs 


space salesman of secondary 
a greater allocation for business pa- 
pers, since he faces great odds in 
replacing most books on the sched- 
ule. However, his chances of seeing 
and selling the advertiser executives 
who 


make the allocation for busi- 


ness paper space are also small. 
Despite the fact that the industrial 
appropriation is buried beneath the 
consumer budget, these companies 
buy a great deal of business paper 
Not unlikely, a big automo- 
tive company or a meat packer may 
spend $250,000 on industrial adver- 
in the 


Space 


tising, yet it is overlooked 


more obvious expenditure of several 
millions on the main consumer 
product line. 

There is an increasing tendency, 
it seems, such advertisers to 
delegate industrial marketing deci- 
sions to specified and qualified in- 
dividuals within the company so 
that business paper space buying 
judgment is now frequently exer- 
cised on a higher level in both the 
agency and company. 


for 


There are still many such com- 
panies, however, buying in excess 
of $100,000 of business paper space 
annually, where little or no top- 
level appraisal of industrial media 
is made by the agency or advertiser. 
This type of advertiser, too, has a 
fairly static business paper schedule 
from year to year. Smaller com- 
panies, or more predominantly in- 
dustrial companies, generally keep 
much closer control on business pa- 
per buying than does this group. 

Almost always, space is bought to 
an approved budget and a schedule 
is established from which there is 
little deviation within a budget pe- 
riod. 


Advertiser Type 2: size: Large, 
with a total budget of $250,000 or 
more, almost entirely industrial. 
TYPE OF MARKET: Almost entirely 
industrial. 

In something more than half the 
cases, this type of advertiser will 
seek out his own kind — a large or 
medium size agency which is also 
heavy on industrial advertising. Be- 
cause the budget is large, though, 
the general agency becomes inter-~ 
ested and many advertisers of this 
group are to be found in agencies 
with a consumer emphasis, but of 
sufficient size to easily digest the 
mixed meal. 

Advertisers of this class, although 
they may actually spend little more 
in industrial advertising than Ad- 
vertiser Type 1, seldom take busi- 
ness paper space selection lightly. 
Someone . . often several . . in the 
advertiser company will take an ac- 
tive part in media selection. 

Yet this is an advertiser with a 
good deal of reliance on his agency. 
By and large, he expects the agency 
to do the complete job . . copy, art, 
production, research, media, and so 


on. In the advertiser’s own depart- 








59% 
gvy® 


"| bought 
GAS 


... because of its two-fold 
circulation plan of 96.53% 
verification for list accuracy 
by C.C.A. and a 93% 
Readership verification by 
an independent auditor. 
This plan proves conclusive- 
ly the identity and reader- 
ship of the men who read 
GAS and reduces waste cir- 
culation to a minimum.” 








...and because GAS has 


> Largest circulation, with 92% 
to individuals in Gas Companies. 
} Its circulation reaches the men 
who have authority to buy—the 
same men your salesmen contact. 


> More complete coverage of the 
billion dollar gas utility and pipe- 
line industry. 


> Authoritative editorial coverage 
backed by 26 years experience 
features the know-how and why 
of methods and techniques, 
which means high readership. 


> More editorial and advertising 
pages per issue than any other 
Gas Industry Publication. 


> A circulation increase of 79% 
in 10 years has kept pace with 
the growth of the industry. 


> Lowest advertising rate per 


thousand circulation, plus com- 
plete industry coverage. 


Write for Latest 
Market Data... 


NBP 
A JENKINS PUBLICATION 


198 So. Alvarado Street 
Los Angeles 4, California 


ment, however, are usually special- 
ists with whom the agency must 
work and many policies and plans 
are joint ones. 

From this general pattern spring 
many exceptions. Here’s a million- 
dollar advertiser that frankly tells 
space salesman that agency calls are 
a complete waste of time and all 
decisions will be made at the com- 
pany. Here’s another that also does 
its own roughs. Here's another that 
goes so far that it delivers finished 
plates to the agency fer shipping to 
publications. The agency in this 
case only bills and checks, except 
that it is constantly prodded for 
copy and merchandising ideas from 
which the client department works 

This large industrial advertiser is 
the backbone of the business paper 
He is accessible, even up to the 
president, for the right people in the 
upper ranks of business paper pub- 
lishers. This is the advertiser whose 
executives are wooed and won by 
frequent calls from the salesman 
backed up with periodic follow-ups 
from publisher home offices. His 
account executive gets the same 
careful handling and is usually ac- 
cessible. Depending upon the agen- 
cy, the media director may or may 
not be a strong part of the buying 
team. 

More clearly than in any other 
group, media buying is a joint mat- 
ter in this type. Very often the ac- 
count executive, his assistants, the 
advertising manager, his assistants, 
the agency principals, the sales 
manager, the president, the agency 
media department and even chief 
engineers and research directors 
may have a voice. 

While the schedule within a budg- 
et period may be a little more fluid 
than in Type 1, it is almost invari- 
ably part of a top-management ap- 
proved budget and changes in an 
approved schedule aren't easy to ef- 
fect. 


Advertiser Type 3: size: Medium, 
with an industrial budget of $50,000 
or $75,000 minimum to approxi- 
mately $250,000. TYPE OF MARKET: 
Almost entirely industrial.” 

Of the advertiser groups, this is 
the most elusive to type. These 
companies may be in any sort of an 
agency . . large, medium or small; 





a 


is first on my schedules 


. .. because it has the larg- 
est circulation in the Lique- 
fied Petroleum Gas Industry. 
The highest subscription 
rate, the highest renewal 
percentage, and regularly 
sells more subscriptions 
than any other publication 
in its field.” 





... and because BP-News has 


>» 50° greater coverage of read- 
ers in Bulk Plants who represent 
85° of the industry's purchas- 
ing power. 


> Better coverage of the fast-grow- 
ing L.P. gas industry which trip- 
pled its sales in the past five 
years and now serves 8,000,000 


consumers. 


>» The Pioneer Publication with 
more than 20 years editorial ex- 
perience 


>» Publishers of the only library of 
technical books — Headquarters 
for LP-Gas information since 
193) 

>» Seven Readership surveys prove 
BP-News first choice by a 2 to } 
majority 


> First in display and classified ad- 
vertising for 13 years. 


pin 1951, 88 exclusive advertis- 


ers used only BP-News Publica- 
tions to sell this market. 


BUTANE PHAN 
— | 


A JENKINS PUBLICATION 


Write for latest 
market data... 


198 So. Alvarado Street 
Los Angeles 4, California 
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“INDUSTRIAL MAINTENANCE” 
GETS RESULTS! 





The 
AERONAUTICAL 
ENGINEERING 
REVIEW 
Announces its 
2nd Annual 
SPECIAL ISSUE 
on 

ELECTRONICS 

IN AVIATION 
May, 1952 Issue 
Order Advertising Space Now! 


April Ist 




















Forms Close 


Write, Wire or Phone for de- 
tailed information and book- 
let, “Your Aviation Market." 





Aeronautical Engineering Review 
2 East 64th St., New York 21, N.Y. 
TEmpleton 8-3800 


general or industrial. The differ- 
ence in their agency relationships 
alone is enough to produce major 
variations in pattern, but there are 
many other different characteristics, 
too 

Here are many fairly self-reliant 
Often their product or 
from 


advertisers 


market prevents them ever 
becoming a truly big 
often they once handled advertising 


direct and only when the last of the 


advertiser; 


big business paper publishers began 
granting commission did 


they seriously consider an agency. 


agency 


Even today, a few are without agen- 
cies, and others lean but lightly 
upon agency personnel. 

Obviously, this has a great bear- 
ing on space buying. Even those 
among them with fairly well-devel- 
oped agency dependence will see 
most of the space salesmen and di- 
rect, rather than consult with, the 
agency on purchases. 

Of course, it depends upon the 
agency and its personnel too. Not 
all agencies serving this group are 
set up to accept too much responsi- 
bility on media. Others, either be- 
cause of size or specialization, are 
better qualified for media analysis 
than the client and gradually as- 
sume influence. 

As a starter, in the absence of de- 
tailed information other than size 
and type, the space salesman should 
aim at the advertising manager, if 
there is one; otherwise at the ac- 
count executive. Next most impor- 
tant persons (sometimes more im- 
portant) are sales manager and 
president. 

In the absence of an advertising 
manager, the agency almost always 
makes media selection. 

In at least half the companies of 
this type, someone above the ad- 
vertising manager will scrutinize 
the specific media list, by contrast 
with the larger companies, where 
such matters as amounts spent in 
various markets, or total appropria- 
tion or other general matters are 
about all the top brass will check. 

It is usual in these companies to 
operate on a fixed budget and an 


ses of this study we have made no 

advertisers with budgets of less than 
the expenditures are largely 
companies either spend so littl 
advertising as to be in inconse 


alized 


| A-D-V-E-R-I-L-E-S 


Mark your product | 


by 


CHICAGO THRIFT 
TCHING CORPORATION 


Spotlight your product with a sparkling 
metal name plate. We gladly cooperate with 
sales and advertising executives to create 


| standout identification which reflects your 


product’s quality ... marks it for more sales. 
Send a rough sketch or blue print for design 
suggestion and quotation. Let us help you 
improve your product identification. Write 
now for detailed information. 


CHICAGO THRIFT-ETCHING CORPORATION 
1555 N. Sheffield Ave., Chicago 22, Ill., Dept. G 
Subsidiary of Dodge Manufacturing Corporation, Mishawaka, Indiana 





(Trade Mark) 
MAKE EXCELLENT 


BUSINESS 
PROMOTIONS 


That’s the verdict of many out- 
standing concerns (foods, feeds, 
industrial, beverages, insurance, 
ete.) who have proved they are 
“tops’’ for Good Will building 
at conventions, sales meetings, 
product promotion anniver- 
saries, salesman  identifica- 
merchandise shows, 
“‘Adver-Ties’’ are 
and Individual 

r tell 
advertising story 
refined and subtle 


MADE SPECIAL 
TO ORDER 
“‘Adver-Ties’”’ are NOT 
stock ties, but made in- 

» requirements 


tration 
trade mark 
gan 
are produced under ex- 
clusive patent, made 
of highest quality 
material and 
tailored by 
perts”’ with 
years experience 
QUANTITY LOTS SUP- 
PLIED at nominal cost 
State needs and 
enclose samples of your 
adv, matter . . . De- 
tails and prices will be 
promptly sent . . ALSO REGULAR TIES— 
large assortment. Ties individually packaged 
and labeled 


AMERICAN NECKWEAR MFG. cod 


(Dept. IM) Phone WEbster 9-7592 
320 So. Franklin $t., Chicago 6, Illinois 














advance schedule. Relatively few 
companies of this size or larger 
work on month-to-month commit- 
ments 


Advertiser Type 4: size: Small, 
with an industrial budget of $75,000 
to $50,000 or less. TYPE OF MARKET: 
Almost entirely industrial. 

This company rarely uses a large 
agency. Most frequently, it will be 
found in the small agency, but the 
larger of the group may be in a 
medium size agency and even the 
smallest may be found in an agency 
with million-dollar-plus billings 
under certain circumstances. Only 
rarely these days is it without an 
agency; it is even less likely to place 
business direct than a slightly larger 
company that can support enough 
of an advertising department to 
make it possible. 

The smallest of this group will 
lean on the agency for media de- 
cisions. Lacking an advertising de- 
partment and with executives 
spreading their time over produc- 
tion, finance, sales and other activi- 
ties, there is little time for inter- 
viewing space salesmen or acquiring 
media knowledge. 

The larger of the group, converse- 
ly, will often be as self-reliant as 
Type 3, and pass media decisions on 
to the agency for execution. 

Many of this group have no 
established schedule and must be 
sold by the publisher or agency 
month by month on specific inser- 
tions. 

Where media decisions rest with 
the client they are usually made by 
the advertising manager, if any, or 
the sales manager or president. 
When the agency makes the deci- 
sion, it is usually the account execu- 
tive. The account is usually too 
small to justify much analysis by a 
media department, if there is one in 
the agency. 

The final article in this series, to 
appear next month, will discuss the 
place of business publication pro- 
motion and of business paper ad- 
vertising salesmen, in helping to 
shape media decisions of advertisers 
and agencies. It will also review 
the Marsteller findings as to what 
industrial advertisers and agencies 
handling industrial accounts want 
from media promotion and from 
media salesmen. 


The Super-Market In the ” of America’s Industrial Future 


CONSTRECTION 


PREFER — Construction News Monthly 


In the survey — in fair- 
ness to all publications 
—no names of any pub- 
lications listed. 
Readers were compelled 
to WRITE in the names 
of publications when 
question- 


were 


answering the 
naires, 
WRITE FOR THE 
SURVEY BOOKLET! 


The booklet “What Pub- 
lications Do Construction 
Men Read?” tells the com- 
plete survey story, gives 
valuable facts for build- 
ing the best ad schedule 
for the 
dustry. 


construction § in- 


cyction 





If your schedule does not include CONSTRUC- 
TION NEWS MONTHLY ... you owe it to 
yourself, your boss — or whoever approves the 
budget to consider this best read, most preferred 
publication covering the construction field in the 
area served, according to a readership survey by 
Research Report Co. 


NOTE THESE FIGURES FROM A 
NATIONAL READERSHIP SURVEY 


To the question: "Which Construction Pub- 
lication Do you Read Most Thoroughly?” — 
79.50%, preferred CONSTRUCTION NEWS 
MONTHLY. 


CONSTRUCTION NEWS MONTHLY ... 79.50% 
Publication 0.75% 
Publication 1.75% 
Publication _— 
Publication: 1.75% 
Publication 

Publication 

Publication 

Publication 





| OVER 6500 READERS =f 


Kepotling 
CONSTRUCTION ACTIVITIES 


IN...OKLAHOMA 
Eastern MISSOURI 
ARKANSAS 
Western TENNESSEE 
LOUISIANA 
MISSISSIPPI 








Get Your ART & PHOTO BUYERS’ GUIDE... 
The March issue of ART DIRECTOR & STUDIO NEWS has the first national art 
and photo buyers’ directory ever published. 
retouchers, letterers, designers, cartoonists, art and photo studios and reps, color 


prints, etc. 
$1.00 for Guide issue. 


Over 70 different services listed — 


Only $2.00 for year's subscription (12 issues) to ART DI- 


RECTOR & STUDIO NEWS to start with March Guide issue. 
ART DIRECTOR & STUDIO NEWS 
Dept. IM4, 43 East 49th St., New York 17, N.Y. 
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Two for One.. 


Ad revamping plan, plastic 


® ONE AGENCY serving industrial ac- 
counts has cut its mailing costs for 


ad plate shipments 87°, by switch- 


ing from electrotypes to plastic 
plates 

Another agency has cut costs 26° 
for a packaging account by design- 
ing a campaign so that the same ad 
could run in different publications 
in different indust’‘es with only the 
illustration changed 

These are examples of what ad- 
vertising agencies specializing in in- 
dustrial accounts are doing this year 
to stem the cost of doing business, 
which now has risen to unprece- 
dented heights. The cost problem 
was reflected partly in increased in- 
dustrial advertising appropriations, 
which rose an average of 12 or 13° 
last year largely to allow for higher 
costs (IM, February, p. 42) 

To learn what agencies are doing 
to cut costs, INDUSTRIAL MARKETING 
questioned several agency execu- 
tives. Jesse J. Haight, president, 
Wilson, Haight & Welch, Hartford, 
Conn., said that a switch to plastic 
plates all but wiped out mailing 
first class and air mail costs 
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The mail cost saving was 87% and 
the over-all cost of using plastic 
plates has been 25 or 50° less than 
for comparable electrotypes, Mr. 
Haight said. 

“Important also is the fact that 
plastic plate makers can give one- 
day service as a matter of routine, 
since plastic plates require about a 
sixth the time required for copper 
Also important: 1,200 
mats can be made from a single pat- 


electrotypes 


tern . . a figure exceeding that for 
electrotypes substantially.” 

Mr. Haight said that the agency’s 
use of plastic plates had been great- 
ly restricted by the reluctance of 
business publications to accept re- 
for good reproduction 
But he lists 62 
publications that will accept plastic 


sponsibility 
from plastic plates. 


plates “without reservation, includ- 
ing several with noteworthy reputa- 
tions for good reproduction.” 
“Obviously if these publications 
can accept plastic plates without 
reservation and can do a competent 
them, the process must 


“Reluctance 


job with 
have merit,” he said. 


to use plastic plates seems due to 


indifference or unwillingness to 
adapt to new processes rather than 
evidence that the plates are unsat- 
isfactory. 

“Travelers Insurance Co., which 
operates its own large printing 
plant, uses plastic plates for 90% of 
all its work. At least one large in- 
surance company has authorized its 
agency to supply plastic plates to all 
business publications in the insur- 
ance field, and has refused to be de- 
terred by the publications’ objec- 
tions. As a result, nearly all insur- 
ance publications now will accept 
them and all insurance advertisers 
stand to benefit. 

“But not all suppliers make good 
plastic plates. The leading houses 
make plates that will save time and 
money and do a bang-up printing 
job. So the advertiser or agency 
should make sure that it has a reli- 
able supplier. 

“There is a lot stirring in this 
field, including a process for making 
plastic originals. We feel that it is 
just a question of time before plas- 
tics achieve a very important stature 
in the graphic arts industry.” 

James A. Baker of Baker, John- 
son & Dickinson, Milwaukee, re- 
ported that the agency is repeating 
full color inserts several times in 
1952, for its packaging account, Mil- 
print, Inc. When the insert is re- 
peated, only the illustration of sam- 
ple Milprint packaging jobs is 
changed. This permits the company 
to exhibit more of its customers’ 
packages in the ads at minimum 
cost. 

In another series, the illustration 
will show several types of Milprint- 
packaged products in the same ad, 
such as a frozen food, a baking 
product and candy. Thus, the same 
ad can be run in vertical publica- 
tions in each of these fields and will 
still have appeal. 

“In the past two years of follow- 
ing this practice, we have found that 
replacing the package illustrations 
and preparing the plates for re-run 
costs only about 26% of the cost of 
preparing the original ad,” Mr. Bak- 
er said. The technique, he observed, 
is used usually in vertical industry 
publications so that products pack- 
aged can be related to the individual 
industry. 

Jack C. Wemple of Jack C. Wem- 
ple Advertising, Green Bay, Wis., 





listed several cost-cutting methods 
sometimes neglected: 

“For the most part, we find that 
semi-comps serve our clients as 
adequately as complete comps, 
thereby reducing art costs. We are 
also doing a lot of our own color 
separation work rather than via the 
engraver, often using zinc halftones 
up to 110-line screen rather than 
copper. 

“We use many ‘fake’ process 
plates rather than the costlier di- 
rect four-color process plates. We 
make our type layouts as accurately 
as possible to eliminate unnecessary 
resetting and also find that we cut 
individual typographical job costs 
by furnishing the typographer with 
as many jobs at one time as possible 
to eliminate costly starts and stops 
by the typesetter.” 


Live happily with your agency 


continued from page 48 





12. If you have any notions about 
December being a poor month in 
which to advertise, color being a 
waste of money, how often and 
how soon to repeat ads, right-hand 
page being preferable, etc., etc. . . 
just hesitate before issuing orders, 
and ask your agency for facts on 
the matter. You may be right, but 
it’s nice to know. 


13. Never attempt to evaluate 
agency service in terms of number 
of visits. If yours is a strictly in- 
dustrial account, where the situa- 
tion is not expected to change from 
day to day and where the emer- 
gencies should be seldom, then the 
true measure of the efficiency with 
which your account is being handled 
could very well be the infrequency, 
rather than the frequency, of calls. 

Industrial advertising is, usually, 
long-range advertising, and that 
calls for long-range planning. This 
being the case, there is no earthly 
reason for expecting your agency 
to keep running back and _ forth. 
Fewer but better “plan meetings” 
should produce better advertising 
than day-to-day “fussing”. 


14. Don’t ask your agency to tell 
you what percentage of sales the 





Here’s your 
100-year hookup 
for 

equipment sales! 


The 100th anniversary of organized civilian engineering in 
ro ica takes place in September of this year. There will be 
big doings throughout the engineered construction world . 
and to mark the oceasion, CIVIL ENGINEERING for 
September will be an issue of unusual excellence. This cen- 

tennial issue of C.E. will contain more than 150 pages of 

timely, exclusive editorial features, including a Picture 

History of Civil Engineering. 


Because of its editorial scope, this issue will possess extra 

long life... and there will be an extra circulation bonus too. 

We haven't increased the cost of advertising pages for 

C.E.’s September issue ... we have merely upped the closing 
, date. It’s August Ist... ’ don’t miss it. 


wit \) @ 


Whe Magazine of Engineered Construction 
a Published by 


The American Society of Civil Engineers 


7 (33 West 39th Street, New York 18, N.Y. 


men 


STEEL MILL 
COVERAGE 


IRON & STEEL 
DAILY NEWS 


The Iron and Steel Daily News will be published 
again this year during the Association of Iron and 
Steel Engineers’ Convention at Cleveland. Five 
big issues will be distributed at the convention 
and throughout the steel industry. The Pre-Con- 
vention and four daily issues are “must” reading 
for every man in a supervisory capacity. You can 
reach this great concentration of steel industry 
buying power through the advertising 

pages of one or more issues. 


FOR MARKET DATA AND RATES WRITE— 


ASSOCIATION of IRON and STEEL ENGINEERS 


1010 EMPIRE BUILDING ° PITTSBURGH 22, PA. 
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40 years know-how make 
Burkhardt Binders better. 
Allsizes—alltypes instock 
and to order. Write for 
samples and descriptive 


folder. 
‘col 
7 


LARNED AT SECOND 


DETROIT 26, MICH. 


“Binders to American Business’ 


the Real Push 
Behind Sales! 


You'll find ‘Snips’ a powerful 
medium to reach over 13,000 sheet 
metal, ventilation and warm air 
heating contractors See Indus 
trial Marketing Data Book 

J " . 
Snips Magazine 


S707 WEST LAKE STREET CHICAGO 44 HLLINOMS 


NATION-WIDE FIELD SERVICE 


USEFUL TO ADVERTISERS AND EDITORS 


Organization of 500 capable Photo-Reporters provides 
effective way to obtain on-location photos, case histories 
stories, testimonials and releases 
for more information write or ‘phone 
SICKLES PHOTO-REPORTING SERVICE 
38 Pork Place, Newark 2, N. J. 
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industrial account invests 
There is no aver- 


average 
in advertising 
age industrial account. 


15. Don’t use inquiries to measure 
the success of advertising that does 
not have the objective of producing 
inquiries 


16. Don’t accuse (or even suspect) 
your agency of trying to rob you 
each time it comes in with a plan 


that hikes the budget. Turn it down 
if you feel you have to, but at least 
give the agency credit for believing 
enough in its product to want you 
to buy more of it. 


And on the Other Side . . If you 
are the agency . . take care to give 
your client the kind of sincere, com- 
plete and understanding service that 
will deserve the kind of considera- 
tion I have just been describing. 


Tell agency-client relations . . 


firm can often make or break the 
people in the controller’s office. On 
the whole there was agreement that 
the advertising manager who be- 
comes too jealous of his prerogatives 
in dealing with his agency is his 


own worst enemy. 


4. Client and agency must agree 
on the objectives of the adver- 
tising program. These cbjec- 
tives, in writing, should be re- 
defined or rewritten at specific 
intervals. 

successful program has an 
Without it, there is no 
program; only a series of ads. It 


Any 
objective 


is when objectives are missing and 
the agency works from ad to ad 
that misunderstandings arise, tem- 
pers flare, results are hard to trace, 
and agency profits dwindle. 

“When an agency starts chasing 
closing dates, it is headed for red 
ink,” said one. 

Said another: “Client approval 
of an ad with the club of a dead- 
line hanging over him starts re- 
sentment.” 

The group felt that more than half 
of the time, when an account gets 
into deadline trouble, the fault is 
the agency’s. Their solution is 
simple: agree on objectives. 


With 


ads can be approved in groups, and 


predetermined objectives, 
measured against definite aims, not 
simply against copy-book rules. By 
approving ads in groups, they can 
be measured against an over-all 
business promotion plan. 
By staying ahead of deadlines, an 
agency is able to aid with sales 
research, 


sales or 


meetings, market sales 


promotion and other functions. 

All of the group took a dim view 
of the client contention that his 
business is “different,” that it is 
impossible to plan ahead or work 
in cycles. Their experience, they 
agreed, was that if the agency and 
client had an orderly approach to 
the marketing objectives, in some- 
thing more than nine out of ten 
cases it was possible and desirable 
to work well ahead. 

Setting up an ideal industrial ad- 
vertising program, the panel felt, 
understanding 
and_ respect client and 
agency. Few advertising programs 
start from absolute zero; most com- 
panies have had some experiences 
which shape their marketing way 
of life. Many of them have been 
quite successful while doing things 
in a way that seems to be in contra- 
diction of best practice, and there 
is doubt that an agency can or 
should attempt drastic alterations. 

“I have told our people,” one 
agency president said, “that we 
should be disciples of discontent. 
To fill that function successfully we 
must have enough knowledge of a 
client’s operations to ask intelligent 
questions, and we must earn his 
confidence to a sufficient degree so 
that he will be willing to have us 
constantly doubt and suggest, doubt 
and suggest. 

“In that kind of a relationship, I 
have no fear that we will give the 
client his money’s worth and make a 
profit ourselves. It may not result 
in an ideal advertising program, be- 
cause I don’t know what that is. 
But I am sure that it will be a con- 
sistently good one.” 


rests upon proper 


between 





Co ease the critica/ 
iron and stee/ 


serap problem | 





NATIONAL PRODUCTION 4 








It’s a problem calling for the assistance 
of every thoughtful business man—now. 

Unless the steel mills get more scrap . . . 
furnaces may have to be shut down. 

Shut down—at a time when our armed 
forces need more and more equipment... 
when civilian demands for steel are greater 
than ever . . . when our economy is fight- 
ing desperately against inflation! 

You Can Help. Yes... 


business you're in... you’re in the scrap 


regardless of the 


business, too. 
If you're in the steel-fabricating bus- 


iness, you have extra dormant scrap to be 
added to your production scrap. 

If you’re in any other business, you 
surely have idle metal that will do you— 
and America—more good being fed into 


furnaces than cluttering up your premises. 


The booklet 


shown here tells how to set up a Scrap 


Write for Suggestions. 


Salvage Program with least amount of 
effort and minimum interference with your 
regular operation. It tells where to look for 
scrap, what to do with it when you get it. 

You are urged to send for the booklet 


APPROVED by 
UTHORITY, DEPARTMENT OF Commerce 


COMMITTEE FoR 
ae OF Te ae ie 
institute 


now. Use the coupon. 
FACTS ABOUT SCRAP SALVAGE 


1950 — 97,800,000 net tons 
1952 — 119,500,000 net tons 


Steel production 
Estimated capacity 
Purchased 

scrap used * 
Estimated purchased 
scrap requirement * 1952 — 36,200,000 gross tong 


*All consumers 


Where will the 


from? Mostly from your dormant metal— 


1950 — 29,500,000 gross tons 
extra tonnage comé 


obsolete machines and structures, tools, 
jigs, fixtures, gears, wheels, chains, track. 


NON FERROUS METAL NEEDED, TOO: 


INDUSTRIAL MARKETING 





MAME... 200% 


COMPANY.... 


ADDRESS. .... 


A \dvertising C — 


This advertisement is 25 W. 45th St. 
@ contribution, in the national interest, by New York 19, N. Y. 


Please send me a copy of the free booklet: “Top Manage 
ment: Your Program for Emergency Scrap Recovery”. 
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“I know of no better way to strengthen 
advertising’s position with management 
than through diligent study of the various 
departments of INDUSTRIAL MARKETING 
to build the background for positive 

and constructive advertising.” 


2 Arthur Danley joined the Four Wheel Drive Auto Co. in 1933 to 
Says ARTHUR J. DANLEY take charge of direct mail. In 1936 he moved up to advertising 


by te production, then to the copy desk, and in 1940 was named 
Advertising Manager assistant advertising manager. In 1949 he was advanced to 
THE FOUR WHEEL DRIVE the position of advertising manager. He is active in community 
AUTO CO. affairs and belongs to a number of clubs and associations. 


LOLI LLL EEE 
4 


“INDUSTRIAL MARKETING is unique in 
that its sales ideas are rifle shots fired 
directly at a specific target. It is a meet- 
ing place for merchandising plans that 
have been proven by folks with mutual 
problems — it is required reading for 
any industrial ad manager.” 


Mr. Serkowich’s first job in advertising was with the Caterpillar 
Tractor Company. In 1941 he joined the Army, and upon 
his discharge in 1946 entered the agency business. In 1948 


Says JOE H. SERKOWICH 
he joined R. G. LeTourneau, Inc., and in 1950 Advertising Manager 
was named advertising manager. R. G. LeTOURNEAU, INC. 


180 / in dustrial Marketing 





“At United States Steel we are always on 
the lookout for ways to increase the 
effectiveness of our advertising and pro- 
motion. Since INDUSTRIAL MARKETING 
is the only publication of its kind 
devoted exclusively to the industrial 

field, we consider it the basic ad- 
vertising paper on our reading list.” 


Sa 5 BENNETT S. CHAPPLE, JR. s ‘ . ; ; 

Y ” Ever since his graduation from college, Mr. Chapple has been 
Assistant Executive Vice associated with the steel industry in sales and promotional 
President, Commercial capacities. He joined the United States Steel Corporation of 


UNITED STATES STEEL CO. Delaware in 1945, and was advanced to his present 


position with the United States Steel Company in 1951. 


» 4 


“INDUSTRIAL MARKETING is the one 
magazine which is editorially pointed to- 
ward industrial advertising. It contains 

a lot of lean meat, very little fat, 

and we find it a stimulating, invaluable 
supplement to our activities.” 


Mr. Martin brings to his position more than twenty years of 
industrial marketing and advertising experience. He 
is past president of the Indiana Association of Industrial 


? 
Says H. L. MARTIN 
Advertisers, and is active in other organizations. Manager of Advertising 


DIAMOND CHAIN CO., INC. 


ABP) BASIC BUSINESS PAPER FOR BUSINESS PAPER ADVERTISERS 


Industrial Marketing 


200 East Illinois St. © Chicago 11 
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Earning 
DAILY Dividends 
for advertisers 





=a = AMERIC AN N METAL MARKET [=>"| 


the metal 
they need 
reports and 


Today's buyers in 
trades can't wait... 
accurate DAILY 
quotations on metals, metal 
products, ores, and alloys... 
DAILY trade, market and gov- 
ernmental developments affect- 
ing the metal trades. Only 
AMERICAN METAL MARKET 
gives them this prompt service. 
Make this day-to-day contact 
with management, purchasing, 
and operating executives in this 
teeming market place pay off for 
YOU, through advertising in the 
most wanted metal-trade paper... 








AMERICAN METAL MARKET 


Since 1899 The Daily Newspoper of 
the Steel and Metal Industries 


18 Cliff Street 80) New York 38, N.Y 


THE MODERN 
BLACKBOARD 


For 





Teachers, Lecturers, 
Demonstrators, 


Training Instructors 








THE SPEAKER olwoys 
FACES THE AUDIENCE 


_— 


A unique, self-operated pro- 


jector that throws the pro 


jected images over the 


speaker's shoulder permit 
tng him to face his audience 
at all umes. .uses 344 x4 
film slides or coated acetate 
for dramatic visual presen 
tations 


Portable 
Lightweight (only 7 Ibs.) 


use in Industry, Ad 


vertising Agencies, Sales 


Easy to use Schools, and Train 


Groups 
ing Centers 


f Screen Scriber is $61.00. For more co 
urke & James, Io 


The price « mplete details 


Dept. 65 


BARDWELL & McALISTER, Inc. 


BURBANK, CALIFORNIA 
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Index to Advertisers 


*Institutions Magazine 
*Iron Age : 
*Iron & eS teel Engineer 





Advertisers’ Research Service 

Advertising Checking Bureau, Inc., 
Advertising Council, The 
*Aeronautical Engineering 
*American Artisan 
*American Ceramic 


Review 


Society 


*American Chemical Society, The . 31, 37, 


*American Metal Market 

American Neckwear Mfg. Co 

*American Society of Civil Engineers, 

*American Society of Mechanical 
neers 

*American 


The 


Society of Tool Engineers, 


The Insert Between 64-65 


American Telephone & Telegraph Co 
*Analytical Chemistry 

*Annual Meat Packers Guide 

*Applied Hydraulics 

Art Director & Studio News 

*A S.M.E. Mechanical Catalog 
*Associated Construction Publications 
*Aviation Age 


*Bacon's Clipping Bureau 
Bardwell & McAlister, Inc 
*Bedding 

Black Diamond 

Buchen Company, The 
Burkhardt Co., The 
*Butane-Propane News 


Cantine Co., The 
*Ceramic Bulletin 
*Chemical & Engineering News 
Chemical Engineering 
*Chemical Engineering Progress 
Chemical Materials Catalog 
Chemical Processing 

*Chicago Thrift-Etching Corp 
*Chilton Publications 

*Civil Engineering 

Clark Publishing Co 

Clausen Photo-Engraving Co 
*Commercial Refrigeration 
*Conover-Mast Corp. 


Martin 


25, 78, 83, 89, 4th Cover 


*Conover-Mast Purchasing Directory 
*Construction Bulletin 

*Construction Digest 

*Construction Equipment 
*Construction News Monthly 
*Constructioneer 

*Contractors & Engineers Monthly 


Journal of Commerce 
The 
Ww 


*Daily 
*Dixie Contractor, 
*Dodge Corp., 
*Domestic Engineering 
*Domestic 


20-21, 


Eastman Kodak Co 

*Electric Light & Power 
Electrical Manufacturing 
*Engineering & Mining Journal 


*Factory Management & Maintenance 
*Flow ‘ 

Food Processing 

*Foundry 


Fritz P ublications, Inc 


Gage Publishing Co 
Gardner Publications 
*Gas . 
*Gillette Publishing Co 
Gulf Publishing Co 


*Haywood Publishing Co 13, 


*Heating & Plumbing Equipment News 
*Heating & Ventilating 

*Heating, Piping & Air Conditioning 
*Heavy Construction Prefiled Catalogs 
*Heinn Company, The 

*Hitchcock Publishing Co 

*Hospital Management 


*Industrial & Engineering Chemistry 
*Industrial Equipment News 
“Industrial Heating 
*Industrial Maintenance 
“Industrial Marketing 
*Industrial Press, The 
*Industrial Publications, 
*Industrial Publishing Co 
*Industry & Welding . 
*Ingenieria Internacional 
*Ingenieria Internacional 
*Institute of Radio Engineers, 
*Institute of The Aeronautical 
*Institutions Catalog Directory 


124-125, 
56-57, 
Inc. 


Construccion 

Industria 

Inc. 
Sciences 


ee The 


Engi- 


Engineering Catalog Directory 


94-95 
4-5 


62- oe 


10 *Sweet’s Catalog Service 


14 
150- 
135, 
3rd Cover 
4-5 


"109 


Ivel Corp. 


145 
130 
149 
144 

2 
126 *Keeney Publishing Co. 
75 Kimberly-Clark Corp. 

Knitter, The . 


*Jenkins Publications, Inc 
*Journal of the American Concrete 
Institute 


-152 
144 
ie *Machine and Tool Blue Book 
24 *Machine Design 
*Machinery 
*MacRae’s Blue Book 


Marsteller, Gebhardt & Reed, Inc 
4-5 Master Rule Mfg. Co. 

145 *Materials & Methods ... 

24 *McGraw-Hill International Corp 
23 *McGraw-Hill Publishing Co., Inc, 
> *Mechanical Engineering 
Mergenthaler ont 

Meyercord Company, The - 
*Michigan Contractor & Builder ... 
*Mid-West Contractor ee 
*Milk Plant Monthly 

*Mill & Factory . 

* Mississippi Valley ‘Contractor 
Modern Machine Shop 

*Modern Railroads . 

*Modern Railroads Publishing Co. 


133 


National Business Publications, Inc. 
National Industrial Adv. Ass’n .. 
*National Provisioner, The 

*New England Construction 

*New Equipment Digest 

New York Times, The 


*Occupational Hazards 
Oil and Gas Journal, The 
Oil Forum, The = 
*Packaging Parade . 
Palm, Fechteler & Co. . 
*Panamerican Publishing Co. ba 
*Paper & Pulp Mill Catalogue .. 
*Paper Industry, The (Formerly The 
Paper Industry and Paper World) 
*Penton Pub. Co 
61, 71, 76-77, 
*Petroleum Processing 
Petroleum a 
*Pit & Qua sae 
*Platt eaeioume Publication ... 
*Power ns 
6.7 *Practical Builder 
6.7 ~ *Precision Metal Molding 
-j *Proceedings of the R. E 
*Public Works : 
93 *Purchasing ae 
13 Putman Publishing Co 


90-91 
2nd Cover 


*Railway Age . 

*Railway Easincssing and 
Maintenance . 

*Railway Mechanical Engineer 

*Railway Signaling and 
a. 

Refinery Catalog, 

*Reinhold Publis 

*Roads and Streets 


Sales Tools, Inc. 

Sickles Photo- Reporting Service 
*Simmons-Boardman Pub. Corp. 49, 
*Smith Publishing Co., W. R. C. 
*Snips Magazine 

*Southwest Builder & Contractor 
*Steel 
20-21, 


*Texas Contractor 
Textile Bulletin 
*Textile Industries 
*Textile World 
*Textiles Panamericanos 
*Thomas Publishing Co. 
*Thomas Register 
*Tool Engineer, The 


*Vance Publishing Corp. 


4-5 

Wall . Journal 

109 Warren Company, S. D. 
101 *Western Builder 

144 *Wood and Wood Products 
6-7 World Oil ..... 


Annual Market Data & Directory Number 


: 27 
3rd Cover 


62-63, 


.. 2, 10-11 
Facing Page = 


‘ Facing Page 97 

87 *Marine Catalog and Buyers’ Directory .. 49 

75 *Marine —_o & Shipping Review . o 
ae 
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4th Cover 
23 
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T. R. who counseled America to ‘‘speak softly and carry a big stick” [sound advice today!] 
used to say: “I want to see you shoot the way you shout.” In that singing sentence 

you have the difference between a hard-hitting publication and a weak-kneed one. Fortunately 
practical builder js edited by the men who own it. 


Practicay | ; 
BUILDER They are not “ténant farmers” who serve faraway masters. 


Leuds téttongity” 


They are guided only by their own judgment. They listen 


| 
| 


= rae , 

only to their awn convictions. They don’t hesitate to go out 
on a limb if it’s for the good of the industry they serve. 

That’s why they shoot the way they shout. And that’s why 


PB is the book it is...a book worth shouting about! 


Affiliated with 6 Building Industry Magazines compris- 
ing the largest, most distinguished publications in the 


building industry: Building Supply News, Building 


Material Merchant, Ceramic Industry, Ceramic Data - 
: ... Of the light construction 


Book, Brick and Clay Record, Masonry Building 

Send for our 64-page book... THERE'S MONEY IN industr 
REMODELING ...free to any manufacturer who asks y 
for it on his letterhead. 


O inousTRiar PUBLICATIONS, INC., CHICAGO 3 








MANAGER 


SUPPLY MANAGER 
AR 


Which one has the buying power? 


If you take a good look at your own salesmen’s call reports you'll soon 
realize one important fact: titles in industry are no guide whatever to 


buying power. 


Certainly no publisher can sit in an ivory tower and come any where 
near getting the right answers by arbitrarily classitying industrial buy- 
ing authority by title. 

The only men who know exactly who wields buying power in industry 
are the salesmen actually making plant calls. That's why Mitt & 
Facrory relies on industrial salesmen — 1588 of them representing 135 
leading industrial distributors — to build and maintain our circulation. 
They hand-pick readers for Mitt & Facrory and then pay us to send 
it to them every month, 

As a result, your advertising reaches the same men your salesmen must 
see to sell your product. That’s why Mitt & Facrory is the number one 
magazine of its field in a m: jority of reade rship surveys .. . surveys made 
by manufacturers among their own customers and prospe ects. 


Mills Factory 


A CONOVER-MAST PUBLICATION 





205 EAST 42ND STREET * NEW YORK 17, N.Y. 


REACHES THE MEN, REGARDLESS OF TITLE, YOUR SALESMEN MUST SEE TO SELL YOUR PRODUCT 





